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SETON'S  INVESTMENT 
IN  ASILONE  IS  ABOUT 

TO  PAY 
DIVIDENDS 
FOR  YOU 


Asilone  is  the  latest  addition  to  Seton 
Healthcare's  impressive  portfolio  of  growing 
pharmacy  brands. 

At  Seton  Healthcare,  we  are  firmly 
committed  to  actively  supporting 
Asilone  by  supporting  you,  the 
pharmacist,  and  maintaining  a 
minimum  P.O.R.  of  33%. 

Our  winning  long  term  strategy 
will  combine  consumer  promotion  and 
effective  pharmacy  support  programmes. 

So,  if  you  want  to  ensure  that  this  major 
investment  by  Seton  Healthcare  pays  dividends 
for  you,  talk  to  your  Seton  representative  -  and 
ask  about  special  deals  available  now. 
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Asilone  is  a  Trade  Mark  of  Seton 

TUBITON  HOUSE,  OLDHAM  OL1  3HS,  ENGLAND. 
TELEPHONE:  061-652  2222. 
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Duracell  Lithium  Photo. 
Cells  in  a  Flash. 


Now  with  the  Olympus  camera  competition  for  even  faster  response. 

Duracell   LITHIUM   PHOTO,   the  fast 
response  photo  cells  have  got  together 


with  Olympus  for  a  promotion  your 
customers  will  snap  up. 
Every  time  they  buy  a  Duracell 
LITHIUM  PHOTO  battery  from  the  special  display 
unit  they  can  win  one  of  ten  new  Olympus  cameras 
-  the  IS  100  SLR,  the  Superzoom  80  Wide  or 
the  AF-1  Mini. 

The  unit  holds  6  DL123A,  4  DL245  and  2 
DL223A  batteries.  And  if  a  lucky  winner  buys 


from  you,  you'll  win  another  free 
unit  with  an  RRP  of  just  under  £1 20. 
The  LITHIUM  PHOTO  unit  is  part  of 
Duracell's  photobox  which  contains  the  best  selling 
AA  and  AAA  batteries  at  a  special  offer  price. 
With  peak  battery  selling  time  approaching,  this 
superb  joint  promotion  gives  you  even  greater 
opportunities  to  increase  your  sales  this  summer. 
Ask  your  wholesaler  for  details. 

DURACELL 

Duracell  is  a  registered  trade  mark  ol  Duracell  Batteries  Limited 
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Comment 


At  the  end  of  May  the  way  was  cleared  for  doctors  to  write 
private  scripts  for  NHS  patients  who  pay  prescription 
charges,  with  the  patient's  consent  or  at  their  request 
(C&D,  May  21  p840).  Next  week  the  difficulties  that  this 
new  practice  could  pose  pharmacists  were  pointed  out 
(Comment  p883).  An  investigation  into  the  legality  of 
producing  guidelines  for  pharmacists  on  the  pricing  of 
private  prescriptions  was  promised.  The  outcome  is  this... 

On  June  10  and  June  13  100  and  150  pricing  survey 
forms  were  dispatched  to  randomly  selected  independent 
community  pharmacists  on  C&D's  subscription  list.  The 
58  per  cent  response  was  at  once  gratifying  and 
disturbing.  The  disturbing  element  is  the  wide  variation 
in  pricing  practices  thrown  up.  Disturbing  because  the 
variances  make  it  impossible  to  "average"  results 
meaningfully  so  as  to  form  the  basis  of  a  balanced,  proper, 
and  logical  guide  to  community  pharmacists.  Office  of 
Fair  Trading  rules  have  meant  for  some  years  that  the 
Royal  Society,  and  other  "bodies",  cannot  guide  members 
on  script  pricing,  unless  their  recommendations  are  based 
on  a  statistically  representative  survey  of  members'  actual 
pricing  practices.  The  C&D  survey  has  such  wide 
variations  that  it  has  proved  impossible  for  us  so  to  do. 

What  is  the  solution?  A  second  survey  is  a  possibility.  It 
would  enable  questions  to  be  re-phrased  to  give  a  better 
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and  more  in-depth  understanding  of  present  practice. 

Meantime...  Pharmacists  are  health  professionals  in  a 
retail  arena.  What  is  more,  among  peer  professionals  they 
are  exceptionally  worthy  of  hire  at  a  rate  that  reflects  their 
expertise  in  advising  and  "selling"  both  OTC  medicines 
and  NHS  or  private  prescriptions.  Simply  put,  the  margin 
for  an  OTC  medicine  requiring  professional  sales  input 
should  reflect  the  care,  skill  and  knowledge  exercised. 
Likewise,  the  fee  payed  by  the  Government  to  pharmacist 
contractors  dispensing  NHS  scripts,  and  the  fee  charged 
by  the  pharmacists  for  those  same  professional  elements 
when  dispensing  private  prescriptions.  Pharmacists 
would  do  well  to  regard  the  Drug  Tariff  fees  negotiated  by 
the  three  elected  pharmacy  bodies  in  the  UK  with 
Departments  of  Health,  as  minima  for  the  various  types  of 
scripts  —  standard,  extemporaneous,  Controlled  Drug 
etc.  It  is  ridiculous  to  villify  negotiators  for  failing  to 
secure  adequate  NHS  pay  if  contractors  do  not  secure  at 
least  as  much  privately.  Similarly,  if  the  Government 
drives  products  onto  Blacklists  by  pricing  pressure,  as  well 
as  by  direct  selection,  pharmacists  must  at  least  match  the 
NHS  script  tax  of  the  day. 

And  while  the  cost  of  the  drug  cannot  be  ignored, 
plumbers  who  end  up  fitting  a  lOp  washer  to  a  leaking  tap 
will  not  fail  to  collect  their£20  call-out  fee.  QED! 
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Thames  Group  gears  up 
for  co-ordinated  plan  to 
gain  extra  funding 


Local  pharmaceutical  commit- 
tees and  Pharmaceutical  Services 
Negotiating  Committee  repre- 
sentatives in  and  around  London 
have  joined  forces  to  become  the 
Thames  Group. 

It  will  comprise  the  four  PSNC 
regions:  North  East,  North  West, 
South  East  and  South  West 
Thames;  and  all  the  LPCs  which 
fall  under  this  jurisdiction.  It  is 
perceived  as  being  a  complement 
to  the  PSNC's  work  while 
operating  at  a  level  above  LPCs 
and  below  the  PSNC. 

The  initiative  is  the  brainchild 
of  Pharmacy  Support  Group 
founder  and  Council  member 
Hemant  Patel.  He  says  it  is  a 
means  "of  getting  money  in  the 
right  place  [to  pharmacy]". 

The  concept  behind  the  Group 


is  to  pool  resources,  co-ordinate 
activities  and  develop  new  strat- 
egies for  the  Thames  region.  It  is 
hoped  that  extra  funding  for 
services  will  be  found  through 
organisations  such  as  the  London 
Implementation  Group  and  soc- 
ial services. 

The  Group  will  look  at  ways  of 
ensuring  money  goes  towards 
providing  comprehensive  and 
quality  pharmaceutical  services 
in  the  Thames  region  while 
making  sure  that  prices  for 
various  pharmaceutical  services 
remain  consistent  across  the 
Group. 

Mr  Patel  comments:  "There  is 
quite  a  lot  of  money  going  to 
doctors  and  we  will  produce 
strategies  to  make  that  available 
to  pharmacies." 


Community  care  budgets 
up  for  grabs 


Community  pharmacists  should 
be  seeking  payment  from  social 
services  department  community 
care  budgets  for  any  services 
which  help  compliance  with 
treatment,  according  to  Mary 
Allen,  professional  and  in- 
formation services  manager  for 
the  National  Pharmaceutical 
Association. 

Other  "packages  of  care" 
appropriate  for  community  care 
payments  included  domiciliary 
visits,  training  of  home  care 
assistants  on  medication  man- 
agement and  provision  of  med- 
icines in  filled  compliance  aids, 
she  told  NPA  members  at  a 
meeting  in  Cardiff  on  Sunday. 

The  NPA  had  targeted  2,000 
social  services  care  managers  last 
year  about  the  valuable  con- 
tribution pharmacists  could 
make  and  this  had  been  very  well 
received,  Mrs  Allen  said.  Some 
pharmacists  had  become  des- 
pondent after  getting  no  response 
to  their  approaches  to  social 
services  departments,  but  she 
reassured  them  by  saying  most 
staff  had  been  too  busy  placing 
clients  in  appropriate  care 
settings. 

"Management  of  medication 
was  low  on  the  list  of  their 
priorities  at  this  busy  time,"  she 
explained,  but  care  managers 
were  now  starting  to  address 
these  matters.  Many  were  simply 
unaware  of  the  issues  involved  so 
it  was  important  for  pharmacists 
to  have  input  into  the  assessment 
procedures. 

The  NPA  could  supply  check- 
lists for  members  to  use  with 
social  services  staff,  together  with 


a  support  pack  for  training  home 
care  workers.  Some  NPA  mem- 
bers were  already  being  paid  for 
training  home  care  workers,  for 
domiciliary  visits  and  for  pro- 
viding medicines  in  cassettes. 

Mrs  Allen  stressed  that  it  was 
important  when  pricing  services 
to  consider  all  the  costs  involved. 
There  was  also  a  need  to 
demonstrate  value  for  money  — 
it  cost  less  for  a  pharmacist  to 
help  patients  comply  with  med- 
ication at  home  than  it  did  to 
keep  those  patients  in  residential 
care  because  they  could  not 
manage  their  medication. 

Payment  for  the  original 
"seven  menu  items"  to  be  funded 
from  local  agencies  seemed  to  be 
temporarily  on  ice,  she  con- 
tinued, but  pharmacists  should 
be  using  the  delay  to  get  their  act 
together  to  show  what  they  could 
offer.  The  first  items  were  likely 
to  be  helping  CPs  with  pre- 
scribing, out-of-hours  services 
and  residential  home  services. 
The  NPA's  professional  and 
information  services  division  was 
looking  into  ways  of  helping 
members  in  these  areas. 

Turning  to  the  threat  from 
mail  order  pharmacy,  Mrs  Allen 
warned  that  this  could  mean  the 
public  losing  out  on  counselling 
and  advice.  She  was  delighted 
that  many  NPA  members  had 
requested  the  Pharmacy  Practice 
Research  Resource  Centre's  pre- 
scription intervention  pack;  so  far 
the  study  suggested  that  the 
number  of  pharmacy  inter- 
ventions on  prescriptions  was 
considerably  higher  than 
previously  thought. 


The  Group  is  trying  to  secure 
funding  for  its  first  project,  an 
examination  into  how  phar- 
macies in  the  region  have  been 
affected  by  changes  in  re- 
muneration. Mr  Patel  says  this 
would  involve  hiring  "five  wise 
men"  to  look  at  the  National 
Audit  Office  and  Public  Accounts 
Committee  reports  and  devise  an 
alternative  strategy  backing  the 
idea  that  existing  pharmacies 
should  be  supported. 

PSNC  secretary  Steve  Axon 
gives  the  Group  his  blessing. 
"This  is  a  very  good  example  of 
regional  representatives  working 
together  for  the  good  of  their 
constituents."  He  feels  it  is 
important  that  metropolitan 
areas  get  together  to  talk  about 
local  matters,  as  they  often  have 
their  own  particular  problems. 

The  inaugural  meeting  of  the 
Group  is  scheduled  for  August 
with  Committee  elections  to  be 
held  at  the  same  time. 


BHMA  calls 
for  active 
research 

Manufacturers  of  complementary 
medicines  should  form  an 
association  where  a  percentage  of 
turnover  is  re-invested  into 
research,  according  to  Professor 
Edzard  Ernst,  holder  of  the  Laing 
Chair  of  Complementary  Med- 
icine at  Exeter  University. 

Herbal  medicines  have  enor- 
mous potential  benefits  and  need 
more  funding  and  research  to 
develop  them.  Professor  Ernst 
said  at  the  British  Herbal 
Medicine  Association's  Summer 
seminar. 

He  stressed  the  importance  of 
risk/benefit  ratio.  Herbal  med- 
icines were  often  used  for  minor 
ailments,  or  by  people  who 
perceive  them  to  be  safer  than 
orthodox  medicine,  such  as 
pregnant  women.  A  survey  found 
that  up  to  14  per  cent  of  pregnant 
women  had  tried  complementary 
medicines  without  their  doctor's 
knowledge. 

Guidelines  on  good  clinical 
practice  for  complementary  med- 
icine have  also  recently  been 
compiled  by  the  British  Medical 
Association. 


YPG  says  no  to  split  register 


The  Young  Pharmacists'  Group 
Midlands  Regional  Conference  in 
Nottingham  last  weekend  voted 
against  a  motion  that  there 
should  be  separate  registers  for 
hospital  and  community 
pharmacists. 

Proposer  Steve  Garner,  district 
pharmaceutical  officer, 
University  Hospital,  Nottingham, 
said  there  was  a  need  to  realise 
there  was  no  longer  a  generic 
pharmacist,  given  the  divergence 
of  practice  and  skills  and  the  need 
to  recognise  formally  the 
different  postgraduate  training 
and  competence. 

But  John  Wilson,  pharmaceut- 
ical adviser,  Nottingham  FHSA, 
said  there  was  a  convergence  of 
activity  with  the  increased 
emphasis  on  clinical  skills.  And 
the  transition  of  patients  into 
primary  care  meant  that 
community  pharmacists  would 
have  to  develop  some  of  the  skills 
of  their  hospital  colleagues. 

Many  speakers  recognised  the 
need  for  the  profession  to  address 
a  common  training  programme 
which  was  applicable  to  all 
branches  of  pharmacy. 

Boots  manager  John  Carr  was 
in  the  hot  seat  for  an  "Ask  your 
Council  member"  discussion. 
Replying  to  a  question  about  the 
television  campaign  for  Boots 
Medilink,  he  said  he  could 
understand  why  some  pharmac- 
ists might  oppose  such  advertise- 
ments but  felt  the  majority  would 
welcome  such  a  positive  message 


about  the  pharmacist's  role. 

The  theme  of  the  weekend  was 
communication,  and  Jon 
Merrills,  deputy  chief  pharmac- 
eutical officer.  Department  of 
Health,  said  that  interpersonal 
communication  skills  were 
important  for  the  future 
development  of  the  profession. 

Adrian  Yates,  pharmaceutical 
adviser,  Hereford  and  Worcester 
FHSA,  said  that  in  communic- 
ating with  GPs,  face  to  face 
discussions  were  better  than 
communicating  over  the  tele- 
phone. 

Mental 
health 
seminars 

The  Mental  Health  Foundation  is 
running  a  series  of  seminars  for 
health  professionals. 

The  Foundation  has  discovered 
shortfalls  in  the  provision  of  care 
for  the  three  million  people  with 
mental  health  problems  at  the 
community  level,  and  the 
seminars  will  tackle  ways  to 
improve  the  quality  of  primary 
care. 

The  first  seminar  will  be  held 
in  Liverpool  on  July  7,  with  dates 
for  those  in  Guildford  and 
Winchester  yet  to  be  announced. 

For  further  details  of  the 
seminars,  ring  the  Foundation  on 
tel:  071-580  0145. 
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NPA  to  encourage  members 
to  advertise  PMRs 


PSNC 
evidence 

The  Working  Party  set  up  to 
review  the  constitutions  of  the 
Pharmaceutical  Services  Nego- 
tiating Committee  and  local 
pharmaceutical  committees  is 
requesting  evidence. 

Bodies  or  individuals  wishing 
to  submit  comments  should  send 
details  to  the  Secretary  of  the 
Constitution  Working  Party, 
PSNC,  59  Buckingham  Street, 
Aylesbury,  Bucks  HP20  2PJ. 


Short- 
prescribing 
approach 
derided 

Government  measures  to  reduce 
"the  disease  of  prescribing"  are 
simply  fire-fighting  tactics  plac- 
ing an  over-emphasis  on  cost, 
according  to  Mid-Glamorgan 
Family  Health  Services  Authority 
prescriber  Andrew  Burr. 

At  a  "Prescribing  into  the  21st 
Century"  seminar  organised  by 
the  Pharmaceutical  Times,  Mr 
Burr  spoke  of  the  prescribing 
disease  whose  symptoms  include 
rising  drug  expenditure,  iatro- 
genic disease,  de-professional- 
ism, poor  compliance  and  drug 
wastage. 

The  cure  lies  in  greater 
pharmacist  involvement  in  the 
primary  healthcare  team,  not  in 
Government  solutions,  such  as 
drug  budgets,  selective  limited 
lists  and  FHSA  advisors,  said  Mr 
Burr.  These  were  dismissed  for 
"paying  only  lip  service  to  the  real 
issues". 

Prescribing  problems  need 
pharmacists  to  take  on  the 
responsibility  for  the  pharm- 
aceutical care  of  patients,  said  Mr 
Burr. 


The  National  Pharmaceutical 
Association  has  made  it  clear  to 
members  that  they,  too,  can 
advertise  their  PMR  systems  in 
the  same  manner  as  the  Boots' 
Medilink  system. 

The  NPA  and  the  Royal 
Pharmaceutical  Societies  of  Great 
Britain  and  Northern  Ireland 


Asthma  in  children  appears  to  be 
a  growing  problem  worldwide.  It 
has  been  suggested  that  the 
higher  incidence  is  due  to 
increased  awareness  of  the 
problem  by  parents  and  doctors. 
A  number  of  papers  published  in 
the  British  Medical  Journal  have 
confirmed  that  the  problem  is 
increasing. 

A  study  of  asthma  in  Australian 
children,  carried  out  over  a 
ten-year  period  (1982-1992), 
found  that  twice  as  many 
children  (25  per  cent)  are  now 
suffering  from  wheeze  compared 
with  a  decade  ago. 

The  authors  found  that  most  of 
the  increase  in  airway  hyper- 
responsiveness  occurred  in  those 
children  sensitised  to  common 
allergens. 

The  authors  suggest  that 
mechanisms  that  protected  air- 
ways of  earlier  generations  of 
children  have  been  altered  by  new 
environmental  factors.  They  bel- 
ieve that  "the  challenge  for  the 
future  is  to  discover  how  immune 
mechanisms  in  children  have 
changed". 

A  study,  carried  out  among 
children  in  Croydon,  found  the 
prevalence  of  asthma  increasing, 
but  the  severity  decreasing.  It 
attributed  the  increase  in  sym- 


have  been  fielding  complaints 
from  pharmacists  regarding 
Boots'  40-second  television  com- 
mercials for  their  Medilink 
service. 

NPA  director  Tim  Astill  says 
the  commercials  are  not  un- 
lawful or  unethical  and  do  not 
contravene    advertising  prac- 


ptoms  to  changes  in  environ- 
mental factors  and  the  fall  in 
disability  to  improved  diagnosis 
and  treatment,  such  as  the 
greater  use  of  inhaled  steroids. 

It  is  estimated  that  40  per  cent 
of  children  with  infrequent  trivial 
wheeze,  and  70-90  per  cent  of 
those  with  more  troublesome 
asthma,  continue  to  have  sym- 
ptoms in  mid-adult  life. 

According  to  an  editorial  in  the 
BM.I,  if  the  increase  in  prevalence 
in  children  continues  into  adult 
life,  this  will  create  substantial 
health  problems  and  may  well 
have  important  economic  con- 
sequences through  time  off  work 
and  the  cost  of  treatment. 


ESPS 
distance 
correction 

In  last  week's  issue,  C&D  June  18, 
we  incorrectly  suggested  that  the 
distance  criteria  for  Essential 
Small  Pharmacies  was  two 
kilometres  and  not  one  kilo- 
metre. The  error  of  our  ways  has 
been  pointed  out  —  apologies  for 
any  confusion  or  excitement  that 
might  have  been  generated! 


tices.  The  NPA  is  making  this 
clear  to  members  and  pointing 
out  there  is  "no  reason  why  NPA 
members  cannot  advertise  their 
own  PMR  systems,  making  it 
clear  that  the  information  will  be 
confidential,"  says  Mr  Astill. 

Members  who  choose  to  go 
down  this  route  will  be  given 
"appropriate  help"  from  the 
NPA,  although  Mr  Astill  could 
not  say  what  this  would  entail. 

Ruth  Rogers,  head  of  ethics  at 
the  Society,  confirmed  that  they 
had  received  "a  number  of  letters 
and  some  telephone  calls".  No 
one  specific  concern  had  been 
raised,  says  Mrs  Rogers,  rather 
the  complaints  covered  different 
aspects  of  the  advertisement. 
The  matter  is  being  referred  to 
the  Society's  Council. 

Northern  Ireland  pharmacist 
Verus  Reaney  has  seen  the 
commercial  three  times  and 
comments:  "It  is  advertising 
Boots'  professional  services, 
which  is  against  the  Society's 
recommendations." 

The  Boots'  campaign  got 
under  way  nationally  on  June  9, 
despite  the  company  stating  at 
the  time  of  the  system's  launch 
that  no  advertising  had  been 
planned  (C&D  April  30,  p713). 

A  company  spokeswoman 
admits  that  Boots  had  looked  at 
running  a  TV  test  campaign  on  a 
local  basis  prior  to  the  launch. 
However,  this  decision  was 
reviewed  and  a  national  cam- 
paign implemented. 


Free  skin 
booklet 

A  free  booklet  covering  a  range  of 
skin  problems  is  available  free 
during  Psoriasis  Awareness  Week, 
June  27-July  3. 

"Understanding  Skin  Prob- 
lems" normally  retails  at  £1.99, 
but  the  Psoriasis  Association  is 
giving  copies  to  anyone  who 
writes  in  during  Awareness 
Week,  thanks  to  a  grant  from  Leo 
Laboratories. 

For  the  duration  of  the 
campaign,  the  Association  is 
manning  displays  around  the 
country  and  specialist  nurses 
will  describe  their  work  in 
running  psoriasis  clinics  in 
general  practice. 

These  nurses  will  be  working 
with  practice  nurses  and  GPs 
over  the  next  12  months  in  an 
attempt  to  improve  awareness  of 
the  condition. 

Posters  and  leaflets  explaining 
psoriasis  are  available  by  calling 
0604  711129.  The  booklet  can  be 
obtained  from:  Dept  RW,  the 
Psoriasis  Association,  7  Milton 
Street,  Northants  NN2  7JG. 
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Striking  off  follows  OTC 
diazepam  sales  to  celebrity 


Correction  —  ESPS 

The  essential  small  pharmacy 
scheme  is  still  valid  for  1km 
distanced  pharmacies 
dispensing  less  than  18,360 
scripts  per  annum,  and  not 
2km  as  was  reported  in  last 
week's  C&D(p1028). 

Drug  cases 

A  solicitor  who  has  defended 
various  pharmaceutical 
companies  in  litigation 
procedures  has  backed  the 
call  for  reform  on  multi-party 
or  class  actions.  The  Legal  Aid 
rules  should  be  changed  to 
allow  independent  guidance 
on  multi-party  actions, 
according  to  David  Mcintosh, 
who  says  there  has  been  a 
waste  of  £30  million  of 
taxpayers'  money  in 
investigating  claims  with  no 
merit. 

Homoeopathy  OK 

Homoeopathy  and 
complementary  therapies 
have  received  the  backing  of 
the  Minister  for  Health,  Dr 
Brian  Mawhinney.  He 
confirmed  that  homoeopathic 
medicines  are  available  on 
the  NHS  at  a  seminar  at  the 
Royal  London  Homoeopathic 
Hospital. 

Poor  bloom  aspirin 

The  myth  that  aspirin  keeps 
cut  flowers  blooming  has 
been  disproved  in  the  latest 
Gardening  Which?.  Instead 
use  lemonade,  as  the  citric 
acid  and  sugar  content  "feeds 
the  leaves  and  petals". 

Fewer  beds 

The  number  of  acute  hospital 
beds  in  district  general 
hospitals  will  drop  because  of 
increased  emphasis  on 
primary  care,  according  to  a 
report  from  the  National 
Association  of  Health 
Authorities  and  Trusts. 
"Closer  to  Home:  Healthcare 
in  the  21st  Century"  is 
available  from  NAHAT,  priced 
£10  (members)  and  £20 
(non-members). 


A  pharmacist  has  been  struck  off 
by  the  Royal  Pharmaceutical 
Society's  Statutory  Committee 
after  admitting  receiving  cash 
gifts  in  return  for  selling 
diazepam  to  a  mystery  celebrity. 

"I  never  want  to  see  him 
again,"  61-year-old  Geoffrey  Ch- 
aldecott  said  of  the  star  he  refused 
to  name,  having  had  his  name 
erased  from  the  Register  for 
misconduct. 

The  Committee  ruled  the 
celebrity  could  not  be  named 
during  the  proceedings  and 
would  be  referred  to  as  "Mr  X". 
Mr  Chaldecott  of  Basildene  Road, 
Hounslow,  had  regularly  supplied 
the  entertainer  with  diazepam. 

The  offence  came  to  light  on 
December  9,  1992,  when  Mr  X 
went  to  Mr  Chaldecott's  phar- 
macy in  St  Leonard's  Road, 
Windsor,  Berkshire.  He  asked  for 
Mr  Chaldecott,  who  was  not 
present,  but  the  celebrity  was  sold 
diazepam  by  an  assistant  who 
later  informed  a  colleague  of  his 
actions. 

Mr  X  bought  200  5mg  tablets 
and  200  lOmg  tablets,  worth 
£2.58,  for  £50,  said  RPS  lawyer, 


Josselyn  Hill.  Eventually  the 
Society  and  Thames  Valley  Drug 
Squad  heard  of  the  matter.  Mr 
Chaldecott  was  interviewed  by 
police  and  told  them  why  the 
entertainer  took  diazepam  tab- 
lets. "He  needed  them  to  bring 
him  down  from  the  shows,"  he 
said. 

Detective  Constable  Stuart 
McNeillie  told  the  hearing  he 
decided  to  caution  Mr  Chaldecott 
rather  than  charge  him  because 
of  his  long  and  unblemished  work 
record. 

"Mr  X  was  unwilling  to 
confirm  what  had  gone  on,"  he 
said.  "Even  if  Mr  X  would  have 
been  more  helpful,  I  would  have 
taken  Mr  Chaldecott's  work 
record  into  account  and  may  not 
have  charged  him  anyway." 

Police  tried  unsuccessfully  to 
contact  the  celebrity,  who  was 
apparently  in  the  Virgin  Islands  at 
the  time,  but  Mr  X  told  them, 
through  his  solicitors,  that  he 
wanted  to  exercise  his  right  to 
silence,  even  though  by  taking 
the  diazepam  he  had  not 
committed  any  offence. 

Committee    chairman  Gary 


Flather  QC  said  Mr  Chaldecott,  an 
experience  pharmacist  who  was 
registered  in  1958  and  had 
worked  for  20  years  at  the 
pharmacy  situated  at  a  "fash- 
ionable residential  address", 
should  have  known  better. 

"On  each  occasion,  Mr  Chal- 
decott admitted  he  had  received 
money.  He  dealt  with  the  money 
by  ringing  up  in  the  till  the  value 
of  the  diazepam,  putting  £10  into 
the  charity  box  and  pocketing  the 
balance,"  said  the  chairman.  "He 
knew  diazepam  was  a  drug  of 
abuse  and  that  it  was  addictive 
and  he  supposed  he  did  it  for  the 
money." 

Mr  Flather  described  Mr 
Chaldecott  as  a  man  who  "has  got 
no  previous  convictions;  no 
previous  trouble.  The  Society 
have  no  record  of  any  misconduct 
or  any  suspected  misconduct. 
There  is  mitigation  in  this  case". 

"We  do  recognise  that  this 
showbusiness  personality  is  a 
man  of  some  forceful  personality 
and  must  have  exercised  some 
dominance."  But  he  added: 
"What  Mr  Chaldecott  did  dis- 
honours this  profession." 


Clinical  move 
reaps  patient 
benefits 

Shifting  central  hospital  phar- 
macy facilities  into  workstations 
on  ward  floors  has  improved 
patient  counselling  at  a  Surrey 
hospital. 

The  St  Helier  NHS  Trust  has 
devised  a  system  of  pharma- 
ceutical workstations  for  each 
floor  of  the  hospital,  bringing 
pharmacy  staff  closer  to  in- 
patients and  ensuring  medication 
counselling  prior  to  patient 
discharge. 

Other  benefits  include  a  two- 
hour  reduction  in  patients' 
discharge  time  and  savings  in 
nursing  time  journeying  from 
wards  to  the  central  pharmacy. 
The  central  pharmacy  is  due  to 
shut  in  March. 


Pharmacy  'a  danger  to  the  public' 


Pharmacist  George  Thompson 
has  been  struck  off  after  the  Royal 
Pharmaceutical  Society's  Stat- 
utory Committee  heard  that 
ethinyloestradiol  tablets,  which 
could  stunt  the  growth  of  a  child, 
were  found  in  the  wrapping  of  a 
toy  motorbike  sold  by  him  to  a 
woman  for  her  son. 

When  the  woman  returned  the 
pills  to  the  pharmacy  she  was  not 
given  an  apology  —  just  a  vague 
indication  that  the  container  had 
fallen  into  the  toy  by  accident. 

Mr  Thompson,  55  years  old,  of 
Mitford  Road,  South  Shields, 
Tyne  &  Wear,  faced  allegations 
relating  to  his  pharmacy  on 
Gaskell  Avenue,  and  his  drug- 
store on  Henderson  Road,  both  in 
South  Shields. 

Josselyn  Hill,  representing  the 
Society,  said  Mr  Thompson 
supplied  a  toy  for  a  child  in  which 
was  a  container  of  six  sex 
hormone  tablets.  The  pharmacy's 
dispensary  was  in  a  chaotic  and 
cluttered  state  and,  at  Mr 
Thompson's  drugstore,  the  pub- 
lic were  offered  free  prescription 
collection  and  delivery,  and 
delivery  of  medicines,  some  of 
which  were  Pharmacy-only. 

Mr  Hill  said  inspectors  had 
visited  Mr  Thompson  on  several 
occasions  in  the  past  and  had 
been  found  guilty  of  misconduct 
twice  by  the  Committee  for  the 
shoddy  condition  of  his  practice. 
He  had  been  warned  both  times 
that  any  future  return  before  the 


Committee  would  almost  cer- 
tainly lead  to  him  being  struck 
off. 

On  November  19,  1992,  RPS 
inspector  Victor  Franklin  visited 
Mr  Thompson's  pharmacy  and 
was  shocked  at  the  untidy  and 
littered  state  of  the  dispensary. 
After  a  verbal  warning,  Mr 
Thompson  promised  that  there 
would  be  an  improvement. 

Mr  Franklin  returned  to  the 
pharmacy  on  February  16  the 
following  year,  investigating  the 
case  of  the  toy  motorbike  and  the 
tablets.  While  he  was  there,  Mr 
Franklin  took  note  once  again  of 
the  unsatisfactory  condition  of 
the  dispensary. 

On  May  10  this  year,  acting  on 
a  tip-off,  a  Society  inspector  went 
to  Mr  Thompson's  drugstore  and 
asked  for  two  medicines,  Nurofen 
and  Solpadeine  —  two  Pharmacy 
medicines.  They  were  later 
delivered  to  an  address  he  gave 
and  paid  for.  Three  days  later,  an 
inspector  asked  for  the  same 
drugs  again,  and  again  they  were 
delivered  and  paid  for. 

"The  medicines  were  delivered 
by  a  non-pharmacist,"  said  Mr 
Hill.  "An  unqualified  lady  in  the 
drugstore  —  which  offered  in  the 
window  free  delivery  of  pre- 
scriptions —  confirmed  that  the 
system  worked."  However,  the 
"system"  actually  amounted  to 
misconduct. 

David  Singleton,  representing 
Mr  Thompson,   presented  the 


hearing  with  testimonials,  one  of 
which  described  his  client  as  a 
"shining  example  and  a  credit  to 
his  profession". 

"This  case  represents  clearly  a 
clash  of  cultures,"  said  Mr 
Singleton.  "On  the  one  hand,  the 
management  culture,  the  need  to 
stay  in  control  of  one's  business. 
On  the  other  hand,  the  vocational 
and  professional  interest. 

"It  is  quite  clear  that  Mi- 
Thompson  has  been  unsuccessful 
in  combining  the  two.  The  reason 
lies  not  in  idleness  and  dis- 
interest, but  in  his  preference  to 
the  pastoral  and  vocational  needs 
of  his  customers." 

Referring  to  the  state  of  Mr 
Thompson's  pharmacy,  Mr  Fla- 
ther QC  commented:  "If  a 
premises  is  in  a  muddle,  then  it  is 
very  difficult  to  keep  clean.  I 
personally  have  never  seen  a 
pharmacy  in  such  a  state  of 
disorder." 

Mr  Flather  told  Mr  Thompson: 
"A  professional  man  is  an 
all-rounder.  He  is  self-motivated, 
self-respecting,  works  in  con- 
ditions which  display  a  pro- 
fessional attitude.  A  professional 
person  does  not  fall  below 
standards." 

He  said  the  pharmacy  was  a 
"danger  to  the  public".  The 
Committee  found  all  the  evidence 
amounted  to  misconduct  and 
ordered  that  Mr  Thompson's 
name  be  removed  from  the 
Register. 
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Bicarbonate 

\0Sodaformul 


OF  SODA 
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IN  THIS  NEW  SECTOR 
RE'S  A  NATURAL  LEADER 

Colgate  has  long  been  Britain's  leading  toothpaste. 
And  it  will  soon  be  leading  the  way  to  greater  sales  and  profits  for  you. 
Because  Colgate  Bicarbonate  of  Soda  Formula  looks  set  to  be  the  most  significant 
launch  in  the  market  this  year. 

Its  £3.5  million  TV  and  marketing  spend  will  make  sure  it's  soon  the  brand  that's  on 
everybody's  lips. 

So  stock  both  the  50ml  and  100ml  sizes. 


TE-PALMOUVE  WORLD  LEADERS  IN  ORAL  CARE 


PRODUCT  INFORMATN  >N 
Presentation:  < Colourless  gel 
with  lavender  fragrance  con- 
taining ketoprofen  BP  2  5%  w/w. 
Indications:  Reliel  ol  pain  and 
inflammation  associated  with 
backache,  muscular  and 
rheumatic  pain,  sprains,  strains 
and  Sports  injuries 
Dosage:  Apply  a  thin  layer 
oi  gel  to  the  affected  area  three 
times  a  day  tor  up  to  7  days. 
After  the  gel  is  applied  it  should 
be  rubbed  in  well. 
Elderly:  As  above 
Children:  Not  to  be  applied  to 
children  under  12  years  ol  age. 
Contraindications:  Patients 
with  hypersensitivity  to  ketopro- 
fen, ibuprolen,  asprin  or  other 
non-steroidal  anti- inflammatory 
agents,  patients  suffering  from 
or  with  a  history  ol  bronchial 
asthma  or  allergic  disease, 
exudative  dermatoses,  eczema, 
sores  and  infected  skin  lesions 
or  broken  skin 

Precautions:  Oruvail  Gel  should 
not  be  applied  to  mucous 
membranes  or  eves,  or  usee!  with 
exclusive  dressings  Caution  in 
patients  with  severe  renal  impair- 
ment Should  a  skin  rash  occur 
after  gel  application,  cease  treat- 
ment Treatment  should  not 
continue  for  longer  than  7  days. 
If  symptoms  persist  consult 
doctor  Keep  gel  away  from 
naked  flames. 
Use  in  Pregnancy  and 
Lactation:  Only  when 
prescribed  by  a  physician  -  sec- 
data  sheet 

Adverse  Reactions:  Skin 
reactions,  including  pruritus  and 
localised  erythema. 
Legal  Status:  50g  Packs  P 
Retail  Selling  Price:  £3.95 
(inc  VAT). 

Product  Licence  Number: 

12/0243. 

Product  Licence  Holder: 

May  and  Baker  Ltd.  Dagenham. 
RM10  7XS. 

Distributor  and  further  infor- 
mation available  from: 

Rhone -Poulenc  Rorer,  St 
Leonards  Road,  Eastbourne, 
BN21  3YG 

Date  of  Preparation:  |ulv  1993 
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Company  Support 


That's  what  Rhone-Poulenc  Rorer  are  putting 
behind  Oruvail  Gel.  For  you.  Because  Oruvail  Gel, 
in  30g  tubes,  is  available  only  in  pharmacies. 

At  just  over  £1  per  tube  sold',  profit  margins 
are  high.  And  so  has  been  the  response  from 
the  market-place  -  the  last  TV  campaign  generated 
a  25%  sterling  share  of  the  topical  NSAID  marked 
for  Oruvail  Gel.' 

Oruvail  Gel  contains  ketoprofen,  which  is 
more  potent  than  ibuprofen  in  inhibiting  the 

synthesis  of  the  prostaglandins  that  cause 
pain'.  Furthermore,  Oruvail  Gel  has 
been  shown  to  be  clinically  superior  to 
piroxicam  gel  in  soft  tissue  injuriesJ. 

Oruvail  Gel  -  real  business  with 
serious  support. 

Oruvail  ? 

Ketoprofen^ 

The  key  to  deep  down  relief  is  the  ketoprofen 


■POULENC  RORER 


PSG  offers  its 
own  pollen 
counts 

The  Pharmacy  Support  Group 
has  announced  its  first  Green  List 
to  help  pharmacists  ascertain 
how  well  a  product  is  being 
supported  by  a  manufacturer. 

The  first  therapeutic  category 
is  hayfever  products.  Top  of  the 
list  are  Optrex  Hayfever  Allergy 
Eye  Drops,  Triludan  and  Triludan 
Forte  with  a  Green  List  score  of 
100.  These  products  have  a  profit 
on  return  of  33  per  cent  as  well  as 
satisfying  all  other  criteria. 
Bottom  of  the  heap  are  Contac 
400  and  Haycrom  with  35  points. 

PSG  founder  Hemant  Patel 
says  the  intention  is  to  publish  a 
list  of  all  therapeutic  groups  on  a 
monthly  basis.  The  next  sch- 
eduled list  will  encompass 
rubefaciants,  anti-inflammator- 
ies  and  analgesics. 

The  Green  List  awards  scores 
by  giving  points  for  profit  on 
return  margin,  educational  and 
training  material  supplied,  ad- 
vertising, planograms  and  win- 
dow display  material,  full  credit 
for  damages  and  out  of  date  lines 
and  regular  company  repres- 
entative calls. 

•  The  PSG  has  produced  a  new 
A4  poster  drawing  customers' 
attention  to  the  Government's 
telephone  Health  Helpline,  where 
calls  cost  £16  apiece,  according  to 
an  article  in  The  Times. 

"How  does  a  taped  telephone 
message  compare  with  the  live 
and  friendly  free  advice  of  your 
pharmacist?"  the  poster  asks. 

Cow  &  Gate 
fined  £5,000 
over  baby 
food  lump 

Cow  &  Gate  have  been  fined 
£5,000  over  a  piece  of  soya 
protein  found  in  one  of  their 
babyfoods. 

The  incident  happened  in  April 
last  year  when  nine-month-old 
Ellyn  Cooper  was  being  fed 
Olvarit  Garden  Vegetable  Risotto 
at  her  West  Sussex  home. 
According  to  her  parents,  she 
started  to  turn  red  and,  after 
hitting  her  on  the  back,  the  cause 
was  revealed  to  be  a  piece  of  soya 
protein  present  in  the  babyfood. 

The  case  was  referred  to  the 
Trading  Standards  Authority  and, 
at  Crawley  Court  last  week,  the 
company  was  fined  £5,000. 

Cow  &  Gate's  consumer 
assurance  manager,  Sally  Grif- 
fiths, says  the  company  apolo- 
gises for  what  has  happened  and 
points  out  that  the  product  was 
made  at  a  different  factory  from 
the  one  used  now.  "New 
procedures  should  prevent  this 
happening  again,"  she  says. 
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Life-giver  for 
pharmacists: 
supplements 
question? 

A  new  company  is  all  ready  to 
set  the  world  of  community 
pharmacy  alight.  A  new 
company,  that  is,  for  the 
United  Kingdom,  because 
Adcock  Ingram  are  very  big  in 
South  Africa.  Their  first  UK 
product  has  just  been  launched 
by  a  double  spread  in  C&D, 
and,  with  a  promise  to  adopt  a 
Pharmacy-only  distribution 
policy,  they  should  be  well 
received  by  most  community 
pharmacists. 

So  far  so  good,  but  what  is 
their  first  new  product?  A 
product  specifically  chosen,  I 
presume,  to  quickly  establish 
themselves  in  the  British 
market?  Is  it  a  drug,  is  it  a 
compounded  medicine  or  is  it  a 
miracle?  Probably  the  latter  if 
the  name  is  anything  to  go  by, 
Bioplus,  for  "life  on  the  run". 

A  long  time  ago,  I  criticised 
advertisements  in  C&D  for  not 
listing  formulations,  but  on 
looking  through  recent 
editions,  I  am  pleased  to  detect 


a  very  positive  change  by  most 
advertisers.  Adcock  Ingram  are 
a  glaring  exception,  which  is  a 
shame  really,  because  with  an 
avowed  intention  of  supporting 
community  pharmacy,  they 
then  proceed  to  undermine  my 
respect  by  launching  their  first 
product  with  no  indication  of 
formulation. 

I  suspect  that  Bioplus  is 
another  "dietary  supplement" 
with  no  product  licence,  hence 
the  formulation  omission,  but 
whereas  my  customers  may 
request  miracles  I  do  not 
necessarily  have  to  supply.  I 
may  write  off  for  further 
information  as  invited  or 
alternatively  await  the  visit  of 
their  representative  with 
interest,  when  I  am  sure  they 
will  allay  my  suspicions, 
restore  my  confidence  and 
shame  me  for  ever  having 
questioned  their  motives! 

Right  on 
man! 

Honours  are  a  subject  about 
which  I  have  strong  views,  but 
occasionally  among  the 
"honours  for  the  boys"  an 
outstanding  contribution  is 
justly  recognised.  Just  such  an 
award  was  made  in  this  year's 
Queen's  Birthday  Honours  List 
with  the  announcement  that 
Jeremy  Clitherow  has  been 
made  a  Member  of  the  British 
Empire  (C&D  iune  18,  pl074). 

I  have  only  ever  known 
Jeremy  from  afar,  but  if  his 
contribution  to  the  lives  of  the 
people  of  Liverpool  is  as 
comprehensive  as  his 
contribution  to  the  profession 
of  pharmacy,  then  their  lives 
have  indeed  been  enriched  and 
his  award  richly  deserved. 

NHS  pay  —  a 
recipe  for 
terminal 
decline? 

Now  that  on-cost  has  been 
removed  from  our  remuner- 
ation calculations,  the  true 
payment  we  receive  from  the 
Department  of  Health  can  be 


seen  and  the  tables  published 
for  our  1994-95  settlement 
(C&D  June  18,  pl028)  make 
for  disturbing  reading. 

If,  for  my  sins,  I  was  an 
average  contractor,  I  would 
receive  a  gross  payment  of 
approximately  £54,000  per 
annum.  Now  I  know  from  my 
own  small  shop  that  to  achieve 
this  average  I  would  need  to 
employ  a  full-time  dispenser, 
as  well  as  myself.  The  NHS 
workload,  when  coupled  with 
my  supervisory  responsibilities 
on  the  counter,  requires  my 
full-time  attention,  leaving 
little  time  to  develop  additional 
roles  which  would  have  to  be 
funded  either  through 
employing  an  additional  locum 
at  £11-12  per  hour,  or  by 
myself  working  ever-longer 
hours.  I  do  enjoy  my  day  off, 
and  also  have  the  audacity  to 
expect  four  weeks'  annual 
leave.  Then  there  is  the  rent, 
rates,  heat,  light,  telephone, 
post,  cleaning,  accountancy, 
bank,  repairs,  etc  —  all,  as 
expenses,  to  come  out  of  this 
munificent  sum. 

I  have  roughly  calculated 
that  this  average  contractor 
enjoys  a  net  NHS  income  of 
very  approximately  £26,000  out 
of  which  pension  and  necessary 
motoring  costs  then  have  to  be 
deducted.  This  is  an  average 
proprietorial  salary  which 
should  take  into  account  all 
the  responsibilities  and  risks 
that  that  entails.  My 
accountant  tells  me  that  I  am 
mad  to  put  up  with  this 
indignity  and  "why  on  earth  do 
pharmacists  allow  the 
Department  of  Health  to 
perpetrate  such  injustice". 

I  have  no  answer,  other  than 
the  knowledge  that  in  our  free 
market  brave  new  world  I  have 
no  choice.  We  are  a  divided 
profession  and,  while  multiple 
pharmacy  continues  to  tighten 
its  grip  and  is  prepared  to 
exploit  the  weakness  of 
division,  any  unilateral 
retaliatory  action  cannot 
succeed. 

The  number  of  registered 
pharmacies  has  now  stopped 
rising  and,  if  hospital  and 
non-contract  additions  are 
taken  into  account,  the 
number  of  contractors  must 
now  be  showing  a  steady 
decline.  This  is  exactly  the 
intention  of  the  Department 
but  figures  are  rarely 
published. 

I  suspect  many  pharmacies 
are  now  in  terminal  decline 
and  looking  at  these  published 
tables  it  takes  very  few 
computation  skills  to  see  why! 


ical 
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Scriptspecials 


New  hospital  treatment 
option  for  HIV  infection 


Videx  (didanosine,  ddl),  from 
Bristol-Myers  Squibb,  is  a  new 
antiretroviral  agent  in  a  tablet 
form,  which  is  indicated  in  adult 
patients  with  symptomatic  human 
immunodeficiency  virus  (HIV) 
infection.  It  is  the  first  anti- 
retroviral agent  to  be  licensed  for 
use  in  patients  who  have 
deteriorated  during  zidovudine 
(AZT)  treatment,  become  in- 
tolerant of  zidovudine,  or  in 
whom  zidovudine  therapy  is 
inappropriate. 

Didanosine  is  a  synthetic 
nucleoside  analogue  which  is 
converted  intracellularly  to  its 
active  form  dideoxyadenosine 
triphosphate  (ddATP).  This  active 
metabolite  is  incorporated  dur- 
ing viral  nucleic  acid  replication 
which  prevents  chain  expansion 
and  inhibits  viral  replication. 

In  addition,  ddATP  inhibits 
HIV-reverse  transcriptase  by 
competing  with  dATP  for  active 
binding  sites  which  prevents 
proviral  synthesis.  In 
sheet,  the  company 
relationship  between 


the  data 
says  the 
in  vitro 


susceptibility  of  HIV  to  the  drug 


and  a  clinical  response  to  therapy 
has  not  been  established. 

The  recommended  starting 
dose  of  Videx  is  dependent  on  the 
weight  of  the  patient.  If  the 
patient  weighs  60kg  or  more,  the 
starting  dose  is  200mg  twice 
daily  (approximately  every  12 
hours).  In  patients  weighing  less 


Captopril  licensed  for  use  in 
diabetic  nephropathy 


Capoten  (captopril)  is  now 
licensed  for  the  treatment  of 
diabetic  nephropathy  in  in- 
sulin-dependent diabetics.  The 
recommended  daily  dose  of 
captopril  in  such  patients  is 
75-100mg  in  divided  doses. 

The  licence  extension  follows 
the  recent  publication  of  two 
studies  of  captopril  in  diabetic 
patients. 

In  a  large  American  study, 
published  in  the  New  England 
Journal  of  Medicine,  captopril 
was  found  to  reduce  the  risk  of 
death  or  the  need  for  dia- 
lysis/kidney transplantation  by  50 
per  cent  in  diabetics  with  kidney 
disease. 

A  second  study,  published  in 
the  Journal  of  the  American 
Medical  Association,  concluded 
that  treating  diabetic  patients 
with  captopril  at  the  early  stages 
of  kidney  disease  microalbum- 
inuria) significantly  slowed  the 
progression  to  overt  kidney 
disease  (proteinuria). 

Early  treatment  of  diabetic 
patients  would  have  significant 


cost  benefits  to  the  NHS. 
Treatment  with  captopril  costs 
around  £200  per  year  compared 
with  £15,000-£25,000  for  a  year's 
dialysis.  A  kidney  transplant  is 
another  option,  but  there  is  a 
serious  shortage  of  donor  kidneys 
and  the  cost  of  a  transplantation 
is  around  £15,000  with  between  a 
further  £3,000-£5,000  annually 
for  maintenance. 

Diabetics  have  the  worst 
survival  rate  of  all  end-stage  renal 
disease  (ESRD)  patients  —  it  is 
estimated  that  more  than  80  per 
cent  of  diabetic  ESRD  patients 
will  die  within  five  years  of 
beginning  dialysis. 

Captopril's  ability  to  lower 
blood  pressure  is  the  key  factor  in 
the  prevention  of  ESRD,  but  it 
also  reduces  intraglomerular 
pressure,  has  a  significant  effect 
on  vascular  permeability  and 
affects  growth  processes  and 
collagen. 

UK  guidelines  for  the  preven- 
tion of  kidney  disease  in  diabetics 
are  expected  to  be  published  in 
the  Autumn. 


than  60kg,  the  starting  dose  is 
125mg  twice  daily.  Food  can 
reduce  the  absorption  of  did- 
anosine by  up  to  50  per  cent. 
Therefore  didanosine  should  be 
given  at  least  30  minutes  before  a 
meal  or  when  the  patient  is 
fasting. 

Didanosine  is  rapidly  degraded 
at  an  acidic  pH,  which  is  why  all 
oral  formulations  of  the  drug 
contain  buffering  agents  de- 
signed to  increase  gastric  pH. 
Patients  must  take  two  tablets  in 
each  dose  to  ensure  they  receive 
sufficient  antacid  to  prevent  the 
acid  degradation  of  didanosine. 

The  company  says  that  most  of 
the  serious  adverse  effects 
observed  have  reflected  the 
recognised  clinical  course  of 
AIDS  and  AIDS-related  complex, 
making  it  difficult  to  distinguish 
which  events  are  related  to 
didanosine  administration,  to 
the  disease  itself,  or  to  other 
therapy-related  events.  The  most 
frequent  adverse  event  reported 
was  diarrhoea,  occasionally  ser- 
ious. According  to  Martindale, 
the  most  serious  side-effects  are 
painful  peripheral  neuropathy, 
pancreatitis  and  hepatitis. 

Videx  is  a  hospital-only  pro- 
duct and  is  available  directly 
from  the  manufacturers.  Two 
strengths  of  tablets  are  available: 
25mg  (60,  £28.60)  and  lOOmg 
(60,  £88).  Bristol-Myers  Squibb 
Pharmaceuticals  Ltd.  Tel:  081- 
577  1756. 

•  A  new  study  by  Frost  & 
Sullivan  estimates  the  European 
antivirals  market  in  1993  to  have 
been  worth  £983.5  million. 


Imperacin  tablets 

Zeneca  Pharma  are  discontinuing 
Imperacin  (oxytetracycline 
250mg)  tablets.  Current  stocks 
are  expected  to  last  until  the  end 
of  July  1994.  Zeneca  Pharma.  Tel: 
0625  535999. 

Otosporin  cut 

Following  a  recent  decision  by  the 
Advisory  Committee  on  NHS 
Drugs.  Wellcome  are  reducing  the 
price  of  Otosporin  Ear  Drops  from 
July  1  to  ensure  they  remain 
prescribable.  The  price  of  the  5ml 
pack  is  reduced  from  £4.58  to 
£2.15  and  the  10ml  pack  from 
£7.83  to  £4.30.  Pharmacists  are 
advised  to  continue  ordering  as 
normal  between  now  and  July  1. 
On  that  date,  the  company  will 
credit  any  difference  in  value  of 
stock  held.  The  Wellcome 
Foundation  Ltd.  Tel:  0270 
583151. 

Bulk  co-proxamol 

Monitor  Pharmaceuticals  have 
added  co-proxamol  tablets  to  their 
range  of  bulk-packed  generics. 
The  tablets,  packed  in  containers 
of  1,000,  are  on  special  offer  with 
one  free  pack  being  given  with 
every  four  purchased  — 
equivalent  to  a  price  of  79  pence 
per  100  (excl  VAT).  Monitor 
Pharmaceuticals.  Tel:  061-406 
7177. 

En-Solv  supplier 

Ownership  of  En-Solv  Plaster 
Adhesive  Remover  has  been 
transferred  from  Essential 
Nutrition  Ltd  to  De  Puy 
Healthcare  Ltd,  Millshaw  House, 
Manor  Mill  Lane,  Leeds  LS11 
8LQ. 

Valpiform  products 

Valpiform  is  a  new  range  of 
gluten-free  products  from  General 
Designs  Ltd.  It  includes: 
gluten-free,  wheat-free  bread  mix 
(lkg,  RSP  £6.89);  GF,  WF, 
low-protein  shortbread  biscuits 
(120g,  £3.05);  GF.  WF,  LP 
shortbread  biscuits  with  chocolate 
(150g,  £3.65),  and  GF  pastry  mix 
(lkg,  £6.89).  The  range  is 
distributed  by  Farillon.  General 
Design  Ltd.  Tel:  081-336  2323. 

Injectable  drug 
book 

The  eighth  edition  of  "American 
Society  of  Hospital  Pharmacists 
Handbook  on  Injectable  Drugs"  is 
now  available  (£115).  A 
supplement  to  the  eighth  edition 
will  be  published  in  mid-1995  and 
is  supplied  free  to  purchasers  of 
the  Handbook.  Macmillan  Press. 
Tel:  0256  817245. 

Pregnavite  Forte  F 

Goldshield  Healthcare  say 
Pregnavite  Forte  F  tablets  will  be 
temporarily  out  of  stock  due  to  a 
change  of  manufacturer. 
Goldshield  Healthcare  Ltd.  Tel: 
081-684  3664. 
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Pepcid®  AC  is  Britain's  first  OTC 
H2  antagonist,  giving  you  -  the 
pharmacist  -  important  new  power  to 
liberate  your  customers  from  the  pain 
and  discomfort  of  heartburn,  dyspepsia 
and  excess  acid. 

As  other  H2  antagonists  follow,  the 
special  benefits  of  Pepcid  AC  will 
become  even  clearer: 


UNSURPASSED  EFFICACY 


Pepcid  AC  sets  a  new  standard  in  acid  control.  Just 
one  small  tablet  can  control  your  customer's  excess 
acid  for  up  to  9  hours1.  Ensuring  lasting  relief  from 
the  recurrence  of  excess  acid  related  problems. 


UNSURPASSED  CONVENIENCE 
AND  SAFETY  PROFILE 


The  1  tablet  dosage  regime  of  Pepcid  AC  is  simple 
and  clear.  You  can  recommend  it  with  confidence. 
Pepcid  AC  has  an  excellent  safety  profile,  with  the 
advantage  of  no  clinically  significant  drug  interactions. 


UNSURPASSED  BASIC 
PROFIT  ON  RETURN 


Pepcid  AC  offers  not  only  competitive  retail  pricing 
for  your  customers,  but  also  a  33%  basic  profit  on 
return  on  both  6  &  12  pack  sales. 


UNSURPASSED  PHARMACY-ONLY 
SUPPORT 


Pepcid  AC  puts  the  pharmacist  first  -  first  with  product 
information,  first  with  training  materials,  first  with  stock 
and  first  with  display  materials. 

Pepcid  AC  is  the  first  H2  antagonist  to  be  advertised 
on  TV  in  Britain,  with  a  national  campaign 
combined  with  comprehensive 
magazine  advertising. 

Yet  again  you  will  be  the  first 
to  benefit. 


CENTRA 

//   I    A    I     I    II   C   A    R  i 


EFFECTIVE  RELIEF  FROM  HEARTBURN, 
DYSPEPSIA  AND  EXCESS  ACID 


excess  stomach  acid  for  up  to  9  hours 


'CID  AC  (Abridged  Product  Information)  Product  Information  ■  PEPCID 

Film  coated  tablets  containing  famotidine  10mg.  Pack  Size:  2, 6, 12. 
age:  Adults  and  children  over  16  years:  1  tablet  for  symptomatic  relief  or  1 
et  taken  one  hour  before  food  or  drink  known  to  provoke  symptoms, 
imum  intake  2  tablets  in  24  hours.  Maximum  period  of  use  2  weeks.  Uses: 
the  short  term  symptomatic  relief  of  heartburn,  dyspepsia  and  hyperacidity, 
itraindications:  Hypersensitivity  to  any  component.  Warnings  and 
'  utions  for  Use:  Should  not  be  taken  unless  advised  bv  a  physician  bv  the 


following  patient  groups:  moderate  renal  failure  or 
severe  hepatic  impairment;  under  medical  supervision 
for  any  other  illness  or  need  for  any  other  medications;  middle  aged  or  over  with 
new  or  recently  changed  dyspeptic  symptoms,  or  associated  unintended  weight 
loss.  Patients' with  persistent  symptoms  or  difficulty  swallowing  should  seek  medical 
advice.  Drug  Interactions:  No  drug  interactions  of  clinical  significance  have  been 
identified,  Side  Effects:  Generally  well  tolerated.  Headache  and  dizziness  have 
been  reported  at  a  frequency  >  1%.  Other  side  effects,  including  dry  mouth, 
nausea,  constipation,  diarrhoea,  fatigue  and  allergic  reactions  occur  even  less 
frequently.  Pregnancy:  Not  recommended  for  use  in  pregnancy.  Overdosage: 


No  experience  to  date  with  overdosage.  Doses  up  tO'800mg/day  for  over  1  ye 
were  well  tolerated  in  patients  with  severe  hypersecretory  conditions.  Produ 
Licence  Number:  PL  0025/0312.  Product  Licence  Holder:  Merck  Sharp 
Dohme  Limited,  Hertford  Road,  Hoddesdon,  Hertfordshire,  EN  11  9BU..RSP: 
tablets  £0.75,  6  tablets  £1.99,12  tablets  £3.59.  P  Pharmacy  only  distributio 
Distributed  by:  CENTRA  HEALTHCARE,  Enterprise  House,  Loudwater,  Buck 
HP10  9UF.  References:  1.  Laskin  OL,  MD.  Patterson  PM,  RN,  BA.  Sumif 
Shingo,  MS.  Lasseter  KC,  MD.  Cooper  Shamblen,  E,  BA.  J.  Clin.  Pharmac 
1993: 33:  636-639.  ®  Indicates  registered  trademark  of  Merck  &  Co..  Inc 
Whitehouse  Station,  N.J,  U.S.A.  ©  Centra  Healthcare  1994/AII  rights-reMlj"1 ' 


Counterpoints 


Increased  Radox  activity  - 
relaunch  and  new  lines 


The  Radox  Herbal  Bath 
range  is  relaunched  this 
week  and  two  new  2-in-l 
shower  gels  introduced 
under  the  Radox 
Showerfresh  label. 

Radox,  with  annual  sales 
of  £35  million,  is  the 
largest  brand  in  Sara  Lee's 
portfolio  and  one  of  the 
UK's  biggest  mass  market 
personal  care  brands.  It 
has  a  leading  7.7  per  cent 


share  of  the  £156m  market 
for  bath  liquids,  its  main 
competitors  being 
own-label,  J&J  and 
Badedas. 

The  new  Herbal  Bath 
range  has  seven 
colour-coded  variants 
presented  in  clear  bottles 
with  colour-matched  caps. 

Traditional  (green), 
Revitalising  (blue), 
Soothing  (purple)  and 
Moisturising  (pearl  pink) 
variants  are  available  in 
400ml  (£1.49),  500ml 
(£1.69)  and  1-litre  packs 
(£2.79). 

In  500ml  packs  (£1.69) 
are  Sensitive  (clear)  and 
Vapour  Bath  (aqua),  while 
Foaming  Oil  comes  in  a 
400ml  fill  (£1.69). 

Sara  Lee  are  committed 
to  maintaining  their 
position  in  the  bath  liquids 
market,  and  the  Radox 
Herbal  Bath  range  was 
beginning  to  look  a  bit 
dated,  says  marketing  and 
development  director  Euan 
Vinters,  explaining  the 
reason  for  the  relaunch. 

Some  £4. 5m  will  be 
spent  above  the  line  to 
support  the  Radox  brand 


this  year.  Television 
advertising  in  February  to 
April  this  year  resulted  in 
the  highest  brand  share  for 
two  years. 

The  industry  ad  spend 
on  bath  liquids  grew  by 
220  per  cent  last  year 
compared  to  1992, 
indicating  the  interest  in 
the  sector.  Whereas 
penetration  among  female 
users  remained  static  at  69 
per  cent,  male  users 
increased  from  36  to  43 
per  cent. 

The  two  new  lines 
joining  the  Showerfresh 
range  are  Dual  Shower  and 
Body  Lotion,  and  Dual 


Shower  and  Body  Scrub 
(both  200ml,  £1.89)  in 
pink  and  lilac  packs 
respectively. 

The  two  variants 
comprise  a  classic  body 
lotion  offering  a  creme 
wash  and  moisturisers, 
and  the  UK's  first 
combination  of  a  shower 
gel  and  body  scrub. 

The  Showerfresh  brand, 
relaunched  last  year  and 
seeing  a  year  on  year 
increase  in  cash  rate  of 
sales  of  33  per  cent,  now 
includes  eight  variants. 
Sara  Lee  Household  & 
Personal  Care.  Tel:  0753 
523971. 


Kodak  go 
undercover 

Kodak  are  sending  out 
representatives  posing  as 
shoppers  over  the  next  few 
weeks  to  make  sure 
retailers  are  making  full 
use  of  their  point  of  sale 
material  and  promotions. 
Those  that  are  found  to  be 
will  be  given  prizes  on  the 
spot. 

Retailers  who  offer  the 
promotional  Kodak  Gold 
Film  Twin  Pack  with  50 
per  cent  extra  free  will 
receive  a  £5  voucher,  plus 
another  £5  if  they're  using 
a  window  and  PoS  display 
highlighting  the 
promotion. 

Stores  using  the  Kodak 
Fun  Flash  camera  counter 
merchandiser  will  also  get 
a  voucher.  And  those  who 
win  on  all  three  of  the 
above  counts  will  be 
entered  into  a  Kodak  "Best 
Display  Competition"  — 
first  prize,  a  four-day  trip 
to  Germany.  Kodak  Ltd. 
Tel:  0442  844132. 


High  strength  for  Sanatogen 


Sanatogen  High  Strength 
Cod  Liver  Oil  will  be 
launched  by  Roche 
Consumer  Health  in  July, 
supported  by  advertising 


and  promotional 
campaigns.  The  product  is 
formulated  as  a  one-a-day 
capsule  containing  800mg 
of  cod  liver  oil  (£3.79,  50) 


HIGH  STRENGTH  I 


for  adults  and  children 
over  12. 

A  £750,000  campaign  in 
the  women's  consumer 
Press  runs  from  July  to 
October  with  further 
support  through 
sponsorship  of  the  English 
Bowling  Association 
Championships  in  the 
Summer. 

Pharmacists  can  apply 
for  a  free  classical  watch 
with  orders  of  five  cases  of 
Sanatogen  High  Strength 
Cod  Liver  Oil  or  two 
watches  with  eight  cases. 
Roche  Consumer  Health. 
Tel:  0707  366000. 


Hair  back 
to  school 

Pre-school  term  sales  are 
the  target  of  a  new 
promotion  for  Lady  Jayne 
hair  accessories. 

A  range  of  "Back  to 
School"  hair  product  sets 
has  been  developed  for 
placing  near  tills  to 
encourage  impulse 
purchases.  Each  comprises 
an  acetate  tube  (£2.99) 
containing  a  selection  of 
four  accessories  —  stretch 
bands,  scrunchies,  slides 
and  ponytail  bands.  The 
mix  may  vary  in  each  pack, 
but  all  the  products  are  in 
traditional  school  uniform 
colours;  navy,  black, 
burgundy  and  bottle 
green. 

Carded  versions  of  the 
packs,  featuring  bandeaux 
with  a  hair  slide  or  side 
comb,  are  also  available  at 
£2.99. 

Additionally  this 
Summer,  Lady  Jayne 
natural  wooden  brushes 
and  matching  combs  are 
being  offered  at  discount 
prices  of  £1.99  and  £0.99 
respectively,  and  butterfly 
clips  at  £0.75.  Laughton  & 
Sons.  Tel:  021-436  6633. 


P&G's 
Fixodent 
hits  UK 

The  leading  denture 
adhesive  in  the  US. 
Fixodent,  comes  to  the  UK 
this  month. 

Maker  Proctor  & 
Gamble  say  the  range  gives 
long-lasting  hold  to 
denture  wearers. 

It  is  available  as  a  47g 
paste  (trade  £8.21,  5;  retail 
£2.49)  and  30g  powder 
(£6.56,  5;  £1.99). 

A  pharmacy  launch 
promotion  offers  pre-packs 
of  7ml  trial  sizes  (£0.15) 
with  further  promotions 
scheduled  for  later  in  the 
year.  Proctor  &  Gamble 
Health  &  Beauty  Care. 
Tel:  0784  434422. 


Kiss  and  wake  up 


Roche  Consumer  Health 
are  running  a  teasing  radio 
advertising  campaign  for 
Pro-Plus  tiredness  reliever 
through  June  and  July. 

Kiss  FM  has  been 
chosen  for  the  campaign 
because  of  its  young, 


London-based  audience.  It 
will  be  accompanied  by 
advertising  in  the 
university  Press  and  those 
newspapers  most  popular 
with  students.  Roche 
Consumer  Health.  Tel: 
0707  366000. 
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SOLID  PROFITS.       LIQUID  ASSETS 


i 


CREAM 


dermatological  cream 

FOR  DRY  SKIN  CONDITIONS 


Lotion  E45  is  becoming  a  real  success  in  pharmacies. 

Introduced  only  last  year,  it  already  holds  an 
impressive  7%  share  of  the  market.1 

There  can  be  only  one  reason  for  this  success: 
your  customers  buy  Lotion  E45  because  they  know 
it's  an  effective  dermatological  moisturiser  that  doesn't 
feel  greasy. 

In  fact,  recent  consumer  research  tells  us  as 
much:  97%  say  Lotion  E45  feels  good  on  their  skin 
and  find  it  effective  at  soothing  and  softening  skin: 

To  confirm  these  findings,  all  you  have  to  do  is 
conduct  your  own  research  -  by  contacting  us  for 
a  free  sample  of  Lotion  E45.  You'll  then  recommend 
this  excellent  product  out  of  personal  conviction. 


dermatological 
moisturising 
lotion 

NOMGMASr 


D    E    R    M    A  T 


— - 


References:  1,  Nielsen  Defined  Dry  Skin  Market  -  Pharmacies,  Drugstores  &  Grocery,  Jan. /Feb.,  1994.  2.  Millward  Brown  Int'l,  1993. 
For  your  free  sample  and  more  informafion  on  the  complete  skin  maintenance  programme  provided  by  the  E45  dermatological  skin  care  range,  please  contact: 

Crookes  Healthcare  Limited,  P.O.  Box  57,  Nottingham  NG7  2LJ 


New-look 
Liga  Rusks 

G  In  ten-tret',  low-sugar 
Liga  Rusks  have  been 
relaunched  by  The  Jacob's 
Bakery  and  are  now  cow's 
milk  protein-free  (£0.99). 

It  is  estimated  that  one 
in  25  of  the  730,000  babies 
born  every  year  are  allergic 
to  cow's  milk  protein. 
According  to  the  company 
the  lack  of  a  cow's  milk 
protein-free  rusk  has  made 
the  weaning  process  very 
difficult  for  the  mothers  of 
these  children. 

Liga  Rusks  are  also 
egg-free  for  the  minority 
of  children  who  are 
allergic  to  eggs.  They  are 
low-sugar,  free  of  artificial 
colourings  and  flavours 
and  do  not  contain  any 
added  preservatives  or  salt. 
The  Jacob's  Bakery  Ltd. 
Tel:  0734  492000. 


New 

energy 

supplement 

Bioplus  is  an  energy 
supplement  from  Adcock 
Ingram.  It  is  available  as  a 
syrup,  containing  glucose, 
alcohol,  B-complex 
vitamins,  caffeine  and 
calcium  (200ml,  £2.97),  or 
as  effervescent  tablets 
containing  B-complex 
vitamins,  vitamin  C, 
caffeine  and  calcium  (10, 
£1.22). 

Bioplus  has  been 
available  on  the  South 
African  market  for  a 
number  of  years  and  is  the 
first  of  a  number  of 
products  to  be  launched  in 
the  UK  by  the  company. 

The  UK  launch  of 
Bioplus  is  being  supported 
by  a  £400,000  spend  on  a 
three-month  poster  and 
radio  campaign  centred 
around  major  cities  and 
towns  south  of  Leeds. 

Free  point  of  sale 
material  will  be  available 
to  stockist  including  mini 
versions  of  the  poster 
campaign.  Introductory 
trade  offers  are  also 
available.  Adcock  Ingram 
UK.  Tel:  0533  650350. 


Sonic  the  Hedgehog 
gets  Matey  in  the 
bath  and  shower 


Sonic  the  Hedgehog  will 
be  the  first  licensed 
character  to  feature  in  the 
Matey  children's  bubble 
bath  range  next  month. 

And  Sara  Lee  are 
moving  the  brand  into  a 
new  sector  with  the  launch 
of  two  Matey  shower  gels 
targeted  at  chidren  and 
featuring  the  Sonic  and 
Tails  characters. 

Sonic  the  Hedgehog  is 
the  popular  Sega  computer 
game  character.  Tails  is 
his  accomplice.  The  pair 
feature  in  a  cartoon  series 
on  Channel  4  and  in 
forthcoming  license 
launches  with  companies 
such  as  Coca  Cola. 

Taking  on  Sonic  gives 
the  Matey  brand  the 
chance  to  break  into  a 
sector  dominated  by 
licensed  characters  —  they 
currently  account  for 
around  55  per  cent  of  the 
£13  million  children's  bath 
liquid  market.  Matey  itself 
takes  a  dominant  26  per 
cent  brand  share. 

Sara  Lee  say  the  "fun" 
sector  market  currently 
lacks  brand  reassurance. 


Products  are  not  price 
sensitive,  purchasing 
triggers  being  gifts  and 
"pester  power".  Sales  of 
children's  bath  liquids  rose 
by  39  per  cent  in 
pharmacies/drugstores  last 
year. 

Sonic  bubble  bath  is 
presented  in  a  sturdy 
450ml  plastic  bottle" 
(£3.99).  The  screw  cap  is 
built  into  the  character  so 
it  cannot  be  swallowed. 
The  product  has  a  CE  toy 
certification  for  all  ages. 


Neostrata  skin  care 
range  launches 


Neostrata  are  launching 
two  skin  care  ranges 
exclusively  through 
pharmacies  in  July. 

The  products  contain 
alpha  hydroxyacids  which 
help  remove  the  outer 
layer  of  dead  skin  cells  and 
improve  skin  texture. 

The  original  Neostrata 
range  consists  of  an  AHA 
smoothing  cream,  a 
smoothing  lotion,  a 
solution  for  oily  and  acne 
prone  skin,  and  gel  for  age 
spots  (all  £24.95).  They 
contain  glycolic  acid,  an 
AHA  found  in  sugar  cane, 
while  the  gel  also  contains 
hydroquinone  for 
lightening  skin 
discolouration. 

A  range  for  sensitive 
skin  is  formulated  from 
another  AHA  — 
gluconolactone  —  which 
is  said  to  be  highly 
moisturising  and  gentle  to 
the  skin.  There  is  a  face 
cream  and  eye  cream  (both 
£24.95),  facial  cleanser 
(£14.95)  and  lip 
conditioner  (£7.95). 

Neostrata  products  have 
a  higher  concentration  of 
AHAs  than  most  creams 
marketed  by  the  major 


cosmetic  companies,  says 
Neostrata  medical  director 
Dr  Patrick  Bowler.  For  this 
reason  he  believes  some 
guidance  from  a 
pharmacist  is  essential  for 
optimum  results  and  there 
will  be  training  days  for 
pharmacy  staff. 

The  products  should  be 
applied  sparingly,  once 
daily  for  two  weeks, 
increasing  to  twice  daily  as 
the  skin  becomes 
accustomed  to  the 
treatment.  Additional 
moisturiser  may  be 
required  at  first. 

Trials  show  a  90  per 
cent  improvement  in  skin 
texture  after  2-4  weeks  and 
an  improvement  in  fine 
lines  and  pigmentation 
spots  in  up  to  12  weeks. 

Dr  Bowler  expects 
editorial  coverage  during 
July  and  August  in 
magazines  and 
newspapers,  including 
Vogue,  Cosmopolitan  and 
Harpers  &  Queen.  He  says 
that  Neostrata  smo6thing 
cream  is  the  number  one 
anti-ageing  cream  in 
Canada.  MD 

Formulations.  Tel:  0268 
723232. 


The  Sonic  and  Tails 
shower  gels  (250ml,  £1.99) 
are  aimed  at  chidren  aged 
eight  and  upwards  who 
shower  regularly.  Both 
variants  come  in  flip-cap 
packs  with  holographic 
labels. 

Boots'  own-label  are  the 
only  other  child-oriented 
products  in  this  area,  say 
Sara  Lee. 

Above  line  support  for 
the  new  characters  is  due 
to  come  on-air  in  August. 
Sara  Lee  Household  & 
Personal  Care.  Tel:  0753 
523971. 


TCP  trip 
tips 

Charwell  Health  Care  are 
using  national  newspaper 
advertising  to  encourage 
consumers  to  take  TCP 
antiseptic  products  with 
them  on  holiday. 

The  £450.000  campaign 
will  run  from  June  to 
August  and  comprise  12 
different  advertisements 
under  the  headline  "TCP. 
for  those  little  Summer 
trips". 

This  year,  the  company 
is  spending  £1.5  million 
on  promoting  TCP  liquid, 
cream  and  ointment. 
Charwell  Health  Care.  Tel: 
0420  848801. 


Crookes 
training 
pack 

Crookes  Healthcare  are 
distributing  a  training 
package  for  pharmacists  to 
support  the  OTC  launch  of 
Junifen. 

The  literature  includes  a 
clinical  information  leaflet, 
"Guide  to  Childhood  Fever 
and  Pain",  and  notes  on 
the  management  of  these 
health  problems. 

An  added  incentive  to 
apply  for  the  training 
package  is  a  childhood 
fever  and  pain  competition 
with  ten  prizes  of  £100 
vouchers  from  Marks  & 
Spencer.  Crookes 
Healthcare.  Tel:  0602 
507431. 


On  TV  Next  Week 


GTV  Grampian 

C4  Channel  4          STV  Scotland  (central) 

B  Border 

U  Ulster               Y  Yorkshire 

BSkyB  British  Sky 

G  Granada             HTV  Wales  &  West 

Broadcasting 

A  Anglia              M  Meridian 

C  Central 

CAR  Carlton          TT  Tvne  Tees 

CTV  Channel  Islands 

GMTV  Breakfast  WWestcountry 

LWT  London  Weekend 

Television 

Beconase  Hayfever: 

CAR 

Colgate  Great  Regular  Flavour:                       All  areas 

Delial: 

C,  A,  C4 

Gliss  Corimist: 

C4,  GMTV 

Kodak 

All  areas 

Nivea  Sun: 

All  areas 

Nivea  Visage: 

C4 

Palmolive  2  in  1: 

All  areas 

Pepcid  AC: 

All  areas  except  CAR,  GMTV 

Rennie: 

C4,  GMTV,  satellite 

Slim-Fast: 

All  areas 

Tagamet  100: 

All  areas 

Ultress: 

B,  G,  C,  A,  HTV,  M,  LWT,  CAR,  C4 

Wrigley's  Extra  and  Orbit:                           All  areas 

Zovirax  Cold  Sore  Cream:                            All  areas 

1090 


Chemist  &  Druggist  25  JUNE  1994 


How  Cu 


dispensed  with  45%  more 

pain  last  year 

Cupanol's  impressive  growth  continues.  Cupanol's  many  benefits  -  including  sugar  free,  colour 

Following  Seton  Healthcare's  first  year  of  investment  and  free,  animal  fat  free,  alcohol  free  and  easy  to  pour  -  will  again 

support,  sales  have  increased  by  45%.  be  emphasised. 

This  year  our  investment  is  set  to  continue,  increasing  So,  if  you  want  to  make  sure  you're  making  the  most  of 

your  sales  even  further,  with  a  key  promotional  campaign  Cupanol's  growing  sales,  contact  your  Seton  representative 

targeted  at  healthcare  professionals  and  mothers.  -  and  ask  about  our  latest  bonus  deals. 

Seton 

Healthcare  Group  pic 

Cupanol  is  a  Trade  Mark  of  Seton 

TUB1TON  HOUSE,  OLDHAM  OL1   3HS.  ENGLAND.  TELEPHONE:  061-652  2222. 

•  Cupanol  Under  6  in  70ml  &  140ml  packs    •  Cupanol  Over  6  in  1 00ml  &  200ml  packs    •  Cupanol  Paediatric  in  100ml,  150ml,  200ml  &  1  litre  bottles 


Add  flair  to  hair 


Philips  have  added  two 
more  models  to  their 
Pro-Air  Stylers  range. 

The  HP4471  has  a 
volumiser  and  shaping 
brush,  making  it  suitable 
for  styling  and  smoothing 
short-  to  medium-length 
layered  hair  and  bobs. 

The  HP4468  has  a 
volumiser  and  retractable 
bristle  brush  for  creating 
even  curls  and  styles.  Both 
models  retail  at  a  price  of 
£17.95. 

The  entire  range  will 
benefit  from  a  women's 
Press  and  national 
television  campaign  this 
Autumn.  Philips  Domestic 
Appliances  and  Personal 
Care.  Tel:  081-689  2166. 


Steffi  for  Sure 


Steffi  Graf  is  making  her 
UK  TV  advertising  debut  in 
an  C800.000  campaign 
backing  Sure 

anti-perspirant  deodorant. 

The  promotion  includes 
30-second  and  10-second 
commercials  and  runs 
from  June  18-July  9  to 
coincide  with  the 


Wimbledon  tennis 
championships. 

In  addition,  Sure 
manufacturer,  Elida  Gibbs. 
is  running  a  £500,000 
supporting  Press 
advertising  campaign, 
which  broke  on  June  13. 
Elida  Gibbs.  Tel:  071-486 
1200. 


and  3 

Dylon  International  are 
introducing  three 
specialist  stain  removers 
early  in  July. 

Fabric  Care  Stain 
Removers  1,  2  and  3 
(75ml)  are  easy  to  use  and 
have  a  special  applicator 
with  an  abrasive,  angled 
head.  This  controls  the 
amount  of  liquid  dispensed 
and  lifts  stains  without 
damaging  the  fabric. 

After  application  the 
garments  are  washed  as 
normal. 

Stain  Remover  1  treats 
oil-  and  grease-based 
stains  (£1.65);  Stain 
Remover  2  biological-  and 
food-based  stains  (£1.65), 
and  Stain  Remover  3  is  for 
dry-clean-only  fabrics 
(£1.85). 

A  display  box  holding  a 
combination  of  18  bottles 
provides  in-store  support. 
Advertising  in  the  Press  is 
planned  from  September. 
Dvlon  International  Ltd. 
Tel:  081-650  4801. 


Vanish 
In-Wash 

Benckiser  are  backing  the 
launch  of  Vanish  In-Wash 
stain  remover  with  a  £5 
million  advertising  and 
promotional  campaign. 

Vanish  In-Wash  powder 
can  be  added  to  the  wash 
with  the  detergent  and  so 
avoids  time-consuming 
fabric  pre-treatment. 

The  product  comes  in  a 
500g  box  at  a  promotional 
price  of  £1.99  (normally 
£2.49),  with  a  500g  refill 
pack  at  £2.25. 

The  launch  is  supported 
with  direct  sampling  and 
TV  advertising  at  the  end 
of  July,  and  again  in  Oct- 
oivi  .u.ii  \< •'..•II  Ivi  !!enck- 
iser.  Tel:  0793  612422. 


Eye  advice  from  RPR 


Rhone-Poulenc  Rorer  are 
producing  a  range  of 
consumer  leaflets  on 
common  eye  conditions. 

Allergic  and  infective 
conjuctivitis,  styes  and 
blepharitis  are  some  of  the 
problems  covered.  The 
company  is  also  producing 
a  wall  chart  to  help 


pharmacists  identify  eye 
conditions. 

RPR  are  still  promoting 
their  sodium  cromoglycate 
eye  drops  product, 
Brol-eze,  which  is  said  to 
be  outselling  its  nearest 
rival  by  almost  two  to  one. 
Rhone-Poulenc  Rorer.  Tel: 
0323  721422. 


Saying  it  with  flowers 


Cussons  have  redesigned 
the  packaging  for  their 
Rumours  air  freshener 
range  and  are  promoting 
the  event  with  Interflora 
sales  vouchers. 

The  new  aerosols  use 
improved  graphics  and 
colours,  and  the  variant 
names  have  been  changed. 

The  range  now 
comprises  three  aerosol 
room  and  fabric  sprays, 
two  carpet  and  room 
fresheners  and  two 


concentrated  pump  sprays 
—  all  available  to  retailers 
in  trays  of  six. 

Until  August,  each  of 
the  new  products  carries  a 
£0.75  voucher  which 
purchasers  can  redeem  at 
any  Interflora  florist. 

The  UK  aerosol  air 
freshener  market  is 
estimated  to  be  worth  £23 
million  annually  and  to  be 
growing  at  2  per  cent  a 
year.  Cussons  UK  Ltd. 
061-7926111. 


Transvasin  heat  rubs  can  now  be  displayed  on  a  new  side 
basket  display  unit  available  free  from  Seton  Healthcare. 
The  unit  attaches  to  the  Tubigrip,  Prosport  and  Supatherm 
display  unit  and  will  encourage  sales  of  related  products  in 
treating  sprains  and  strains,  say  Seton.  Seton  Healthcare 
Group  pic.  Tel:  061-652  2222 


Fruit  Sundaze 

Barr  Soft  Drinks  have 
unveiled  a  new  fizzy  fruit 
drink  especially  for  the 
Summer  market.  St 
Clements  Sundaze  is 
described  as  having  a  high 
fruit  content  and  no 
artificial  additives.  The 
Orange,  Lemon  and 
Tropical  flavours  are  all 
supplied  in  a  330ml  can, 
Apple  is  additionally 
available  in  250ml  and 
2-litre  PET  bottles.  AG  Barr 
pic.  Tel:  0942  882691. 

Electric  offer 

Distributor  Medielite  are 
cutting  prices  on  a  wide 
range  of  Braun  electrical 
products  during  July.  The 
reductions  include  £10 
d  etail)  on  Flex  Control  and 
Action  Line  mains 
rechargeable  razors,  £5  on 
the  Independent  2000 
combi  hairdryer  and  £8  on 
the  Style  'n'  Go  hot  brush. 


Medielite  pic.  Tel:  081-841 
4144. 

Mansize  launch 

Barclay  are  complementing 
their  new  facial  tissues  with 
a  mansize  range.  The  bright 
white  two-ply  tissues  are 
supplied  in  blue  and  gold 
boxes,  each  containing  100 
and  retailing  for  £0.59. 
Barclay  Enterprise.  Tel: 
0782  784444. 

Special  Safari 

Parfums  Ralph  Lauren  have 
produced  a  "limited 
edition"  50ml  spray  of  their 
Safari  fragrance.  The  cut 
glass  bottle  is  supplied  in  a 
mock  crocodile  leather  box 
and  goes  on  sale  on 
September  5  at  £25. 
Prestige  &  Collections  Ltd. 
Tel:  081-979  6699. 

Ener-G  extends 

The  established  Ener-G 
range  of  white  pastas  has 


been  extended  with  brown 
rice-based  products.  The 
new  lines  are  macaroni, 
lasagna  and  spaghetti.  The 
first  two  are  supplied  in 
454g  and  the  last  in  447g 
packs.  All  retail  for  £4.59. 
General  Designs  Ltd.  Tel: 
081-336  2323. 

Impulse  display 

Elida  Gibbs  have  introduced 
a  free  Impulse  Bodyspray 
display  unit  which  aims  to 
distinguish  between 
bodysprays  and  deodorants. 
Elida  Gibbs.  Tel:  071-486 
1200. 

Musical  food 

Health  food  company  G.  R. 
Lane  will  be  sponsoring  a 
recital  by  the  Franz 
Schubert  Quartet  of  Vienna 
on  July  10  at  the 
Cheltenham  International 
Festival  of  Music.  G.  R. 
Lane  Health  Products  Ltd. 
Tel:  0452  524012. 


Pro  brush 
launch 

Make-up  artist  Maggie 
Hunt  has  developed  her 
own  range  of  cosmetics 
brushes. 

The  11  brushes,  which 
come  in  a  black  leather 
wallet,  use  pony,  kolinsky 
and  sable  hair  and  are 
designed  for  the  whole 
range  of  make-up  tasks. 

Ms  Hunt  says:  "People 
asked  me  all  the  time 
where  they  could  easily  get 
top  quality  brushes  and  as 
I  couldn't  find  exactly  what 
I  wanted,  I  decided  to 
make  my  own." 

Maggie's  Brush 
Collection  retails  at  £97.50 
and  is  available  through 
mail  order.  It  is  also 
accompanied  by  a  booklet 
containing  Maggie  Hunt's 
make-up  tips.  Lion  Brush 
Ltd.  Tel:  091-268  2288. 
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Throughout  June  and  July  we  will  be  spraying  the  name  Jungle  Formula  all  over  Britain.  Covering  8  different  stations, 
our  national  radio  campaign,  supported  by  active  PR  and  promotions,  is  guaranteed  to  attract  swarms  of  customers. 


JUNGLE  FORMULA  IS  MARKETED  eY  CHEfARO,  THE  OTC  HEALTHCARE  BUSINESS  UNIT  OF  AKZO  NOBEL  IN  SERVING  OVER  25  COUNTRIES  WORLD-WIDE,  CHEFARO  ARE  THE  MARFETING  AND  DISTRIBUTION  EXPERTS  IN  SELF-MEDICATION  AND  DIAGNOSTICS 


"FAST  AID  HEAT  PAD  FOR  PERIOD  PAINS" 
ANOTHER  HELPFUL  APPLICATION  FROM  ROBINSON. 


The  gentle  soothing  warmth 
of  a  Fast  Aid  Heat  Pad  will 
help  ease  away  the  misery  of 
period  pains.  Convenient, 
easy  to  use,  and  completely 
odourless  Fast  Aid  Heat  Pads 
can  be  worn  with  complete 
discretion,  at  work  or 
socially. 

One  Fast  Aid  Heat  Pad  is 
guaranteed  to  provide  a 
minimum  of  five  hours 
constant  heat,  but  in  most 
cases  will  last  for  eight  -  as 
we  say,  it's  just  like  taking  your 
hot  water  bottle  to  work! 


Make  sure  your 
customers  benefit  from 
this  unique  application  . 
it  really  works. 


ROB  NSON 

HEALTHCARE 


HIPPER  HOUSE 
CHESTERFIELD  S40  IYF 
UNITED  KINGDOM 
TEL:  0246  220022 


Healthcrafts  revamp 
supplements 


The  packaging  of 
Healthcrafts  supplements 
has  been  updated  in  a 
£100,000  investment 
aimed  to  improve 
consumer  understanding 
of  the  benefits  of  vitamins 
and  minerals. 

The  colours  are  mostly 
the  same,  but  on-pack 
illustrations  depict  each 
product's  use  or  source. 
Different  strengths  and 
combinations  within  the 
same  range  carry  the  same 
illustration,  making 
identification  easier  and 
showing  how  they  belong 
in  the  same  product 
family.  For  example,  the 
multivitamins  feature  a 
rising  sun  and  are  colour- 
coded  red. 

Words  with  unclear 
meanings  such  as  "super" 
have  been  replaced  and 
packs  are  flashed  with 
product  benefits,  such  as 
"longer  acting".  The  new 
EC-recommended  daily 
amounts  are  shown 
on-pack  and  the 
allergen-free  information 
is  highlighted. 

Paul  Latimer,  group 
product  manager  at 
Ferrosan  Healthcare,  says: 
"Over  60  per  cent  of 
purchasing  decisions  in 
the  VMS  market  are  made 
at  the  point  of  sale  and  we 
felt  it  essential  that  the 
packs  should  carry  as 
much  information  as 
possible  to  guide  the 
consumer." 

Display  material  carries 
the  icons  used  on-pack  and 
includes  shelf  strips,  a 

Colgate 
hit  cable 

Colgate-Palmolive  are 
sponsoring  coverage  of 
Wimbledon  on  the  Wire  TV 
cable  service. 

Apart  from  the  BBC, 
Wire  is  the  only  channel 
broadcasting  the  tennis 
championship.  The 
sponsored  cable 
programme,  featuring 
highlights  of  the  day's 
play,  will  run  from  8pm  to 
10pm  every  night 
throughout  the  event. 

During  the  tournament 
Colgate-Palmolive  will  also 
be  running  advertising  on 
Wire  for  Palmolive  2  in  1 
Shower  &  Creme  and 
Wash  &  Creme,  Colgate 
toothpaste  and  Soft  and 
Gentle  anti-perspirant. 
This  will  be  supported  by 
advertising  in  the  women's 
Press  and  national  TV. 
Colgate-Palmolive  Ltd. 
Tel:  0483  302222. 


banner  showcard  for 
windows  or  doors  and  a 
special  offer  poster  on 
which  retailers  can  write 
their  own  promotions. 

The  company  has  been 
developing  the  concept  of 
theme  promotions  in 
which  different  products 
are  grouped  together  as 
solutions  to  health 


problems.  For  example, 
help  for  people  who  feel 
"stressed  out"  could 
include  relaxation  tapes, 
leaflets  and  B  vitamins. 

Display  material  and 
consumer  leaflets  will  be 
available  to  pharmacies 
later  this  year.  Ferrosan 
Healthcare  Ltd.  Tel:  0932 
336366. 


Summer  Slimming 


Slimming  magazine  is 
carrying  a  series  of 
advertisements  for 
Francere  Lite  reduced 
calorie  sparkling  grape 
juice  drinks  throughout 
the  Summer. 


Big  Bash 
show 

Cosmetics  will  be  among 
the  products  promoted  at 
the  BBC's  Big  Bash 
children's  products 
exhibition. 

The  show,  run  by  BBC 
Haymarket  Exhibitions  in 
conjunction  with 
Children's  BBC,  takes 
place  at  the  NEC  from 
October  6-9. 

Aimed  at  7-14-year-olds, 
the  event  will  divide  into 
six  "Worlds":  Fun,  Style, 
Sports,  Real,  Future  and 
Entertainment. 

Each  section  will  give 
manufacturers  the 
opportunity  to  display 
their  products  in  a 
"specially  structured 
environment". 

Style  World  will  cover 
clothes  and  cosmetics  and 
include  fashion  shows  and 
make-overs. 

Children's  BBC  will 
broadcast  the  Saturday 
morning  magazine 
programme  "Live  and 
Kicking"  from  the  NEC 
during  the  event.  BBC 
Haymarket  Exhibitions 
Ltd.  Tel:  08 1-943  5000. 


In  conjunction,  during 
July,  Francere  supplier 
Food  Brands  Group  is 
running  a  "major 
consumer  competition". 

Slimming,  which  has  a 
readership  of  997,000,  is 
described  by  Francere 
national  accounts  manger, 
Andrew  Stolland,  as  the 
ideal  vehicle  for  the 
product. 

"The  readers  fall  within 
our  perfect  target  market 
—  ABC1  women  aged  25 
to  44  years  old,"  he  said. 
Food  Brands  Group 
(Holdings)  Ltd.  Tel: 
071-978  5300. 


Misty 
facials 

Enliven  Mist  is  a  new 
range  of  facial  sprays  that 
combine  aromatherapy  oils 
with  skin  care  ingredients. 

The  sprays  come  in  five 
fragrances  —  Clarity, 
Relax,  Revive,  Bliss  and 
Allure  —  (90ml,  £13.95) 
and  contain  a  selection  of 
plant  extracts  and  essential 
oils  which  claim  to  revive 
or  relax  the  mind  and 
body. 

Aloe  vera,  vitamin  B5 
and  seaweed  extracts  have 
been  added  and  are  said  to 
cool,  hydrate  and 
moisturise  the  skin  and 
refresh  tired  make-up. 

A  counter  top  display 
holds  20  bottles  including 
testers  with  the  message 
"Enliven  Mist, 
aromatherapy  to  go". 

Enliven  Mist  is  made 
with  pure  spring  water  and 
contains  no  alcohol  or 
synthetic  or  mineral  oils. 

Distributor  Positive 
Roots  are  donating  10  per 
cent  of  the  profits  to 
rainforest  projects. 
Positive  Roots.  Tel: 
081-741  0269. 


Tahac 
repack 

Men's  fragrance  range 
Tabac  Original  has  been 
repackaged. 

The  new-look  boxes  and 
aerosols  use  an  amber, 
deep  orange  and 
mahogany  colourscheme, 
with  the  brand  name  in  a 
white  and  embossed  gold 
badge.  The  aftershave 
flacon  has  also  been 
restyled. 

The  repackaging  covers 
all  Tabac  Original 
products.  FDD 
International.  Tel:  0344 
890974. 


Healthcrafts'  Summer 
savers  promotion 


Ferrosan  Healthcare  have 
launched  a  multi-choice 
Summer  savers  promotion 
on  the  Healthcrafts'  range 
of  nutritional 
supplements. 

Consumers  will  save 
£1.00  when  they  buy  any 
two  combinations  of 
Healthcrafts  Chewable 
Multivitamins  60s, 
Multivitamins  with  Iron 
and  Calcium  30s,  and 
Antioxidant  Multivitamins 
and  Minerals  30s. 

Shelf  talkers  and  posters 
are  available  to  support  the 
promotion  which  runs 
until  the  end  of  August. 

Healthcrafts  will  extend 
the  multi-choice  Summer 
savers  to  other 


supplements.  Ferrosan 
Healthcare  Ltd.  Tel:  0932 
336366. 


Boots" 
contact 
lens  care 
system 

Easiclens  is  a  new  care 
system  for  soft  contact 
lenses  launched  in  the  UK 
by  Boots  and  Boots 
Opticians.  The  system  is 
designed  to  be  more  user 
friendly  as  it  only  uses  two 
solutions.  The  first  is  used 
to  clean  the  lenses  and  the 
second  to  rinse,  disinfect 
and  store  them. 

Easiclens  uses  the 
preservative  Polyquad 
(polidronium  chloride), 
which  does  not  require 
neutralising,  is  not 
absorbed  by  the  lens  and  is 
effective  against  bacteria 
normally  found  on  contact 
lenses.  Each  15ml  vial  of 
Easiclens  Sterile 
Disinfecting  Solution  is 
sufficient  for  one  day. 

The  Polyquad  system 
was  developed  by  Alcon 
and  is  available  in  the  US. 
It  is  estimated  that  half  of 
all  new  soft  contact  lens 
wearers  there  use  it. 

Easiclens  is  only 
available  at  Boots  the 
Chemists  and  all  Boots 
Opticians.  It  is  available  in 
two  sizes:  30  days,  £12.29 
and  90  days,  £24.85. 

Extreme 
colours 

Mavala  have  unveiled  a 
range  of  new  colours  in 
their  Les  Extremes  nail 
polishes. 

The  shades  are 
"sparkling,  vivid  and 
profound  reds"  (Ankara, 
Macao  and  Salerno)  and 
"soft  beige,  subtle  and 
translucent  pinks"  (Cairo, 
Arosa  and  Reno). 

To  match,  the  company 
has  also  developed  six  new 
colours  in  their  Mavalip 
lipstick  collection: 
Montana,  Malta,  Grenada, 
Tonga,  Alaska  and  Mesa. 

The  new  nail  polishes 
retail  at  £1.98  and  the 
lipsticks  at  £4.98.  Mavala. 
Tel:  0732  459412. 
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Bright  future  for  pharmacy 
and  self-medication 

The  annual  meeting  of  the  European  Proprietary  Manufacturers'  Association  (AESGP)  in 
London  last  week  attracted  speakers  from  all  corners  of  the  Continent,  eager  to  give  their 
views  on  how  the  conference  agenda  —  "The  individual  and  healthcare  trends:  getting  the 
balance  right"  —  could  be  reached.  Part  two  of  C&D's  conference  coverage 


Unparalleled  opportunity 
pharmaceutical  care 


"Pharmacists  in  all  their  history 
have  never  had  so  many 
opportunities  to  contribute  to  a 
better  quality  of  life  for  the 
population,"  was  the  strong 
belief  of  Joao  Silveira,  president 
of  the  Pharmaceutical  Group  of 
the  European  Union. 

Mr  Silveira  outlined  the 
future  of  pharmaceutical  care, 
dismissing  the  traditional 
concept  of  patient  is  ill,  doctor 
heals,  social  security  pays.  "The 
social  security  does  not  pay  (at 
least  it  pays  badly)  and  wants  to 
pay  less  and  less." 

Governmental  need  to  reduce 
the  expense  of  existing 
healthcare  systems  by  delisting 
and  price  control  has  prompted 
the  pharmaceutical  industry  to 
look  again  at  non-prescription 
medicines.  This  new  approach 
has  been  endorsed  by  the 
European  Commission  and 
governments  of  various 
member  states,  he  said. 

This  lays  the  groundwork  for 
the  development  of  OTC 
medicines  as  a  natural  trend  for 
healthcare  systems  as  well  as 
for  citizens'  needs. 

But  central  to  this,  and 
absolutely  indispensable,  said 
Mr  Silveira,  is  the  intervention 
of  doctors  and  pharmacists  in 
educating  patients  in  the 
rational  use  of  OTC  medicines. 

The  new  concept  of 
pharmaceutical  care  will  require 
pharmacists  to  develop  their 
activity  in  four  ways: 

•  monitoring  medicine  use,  be 
it  in  the  pharmacy,  institution 
or  patient's  home 

•  encouraging  rational 
prescribing  and  medicine  use 

•  encouraging  activities 
associated  with  self-care  and 


President  Joao  Silveira 

self-medication 

•  promoting  good  health  and 
striving  to  achieve  health 
targets. 

Mr  Silveira  emphasised  the 
importance  of  a 
patient-oriented  practice  to 
ensure  they  had  enough 
information  to  use  their 
medication  correctly.  He 
pointed  out  that  failure  to  do 
this  contributed  to  failure  of 
therapy  and  wasted  resources. 

Mr  Silveira  concluded  that 
European  pharmacists  are 
deeply  engaged  in  contributing 
to  responsible  self-medication, 
as  this  not  only  adds  years  to 
life  but  adds  life  to  years. 

•  A  joint  symposium  between 
the  AESGP  and  the 
Pharmaceutical  Group  of  the 
European  Union  will  take  place 
on  October  12  in  Brussels. 


Booklet  pushes 
self-treatment  message 


A  European  strategy  for 
self-medication  was  unveiled  by 
Berndt  van  Till,  the  new  AESGP 
president,  in  the  publication 
"The  Individual  and  Health 
Care:  Added  Value  Through 
Self-Medication".  This  offers  a 
more  long-term  view  of 
healthcare  systems  than  the 
"crisis  management  approach", 
said  Mr  van  Till. 

He  emphasised  that  the 
individual's  role  within  the 
healthcare  system  had  not  been 
properly  taken  into  account. 
"Nowadays  we  dispose  of  many 
studies  which  show  that  people 
are  increasingly  willing  and 
able  to  treat  themselves  for 
minor  as  well  as  certain  chronic 
diseases  after  an  initial  doctor's 
diagnosis." 

Yet  this  was  often  ignored  by 
health  professionals  when  it 
should  be  seen  as  being  the  key 
to  the  future  development  of 
healthcare  systems. 

Self-care  and  self-medication 
are  the  most  efficient  ways  of 
treating  diseases  and  additional 
savings  could  be  made  if  this 
was  realised. 

The  latest  AESGP  publication 
was  the  starting  point,  he  said, 
towards  "a  clear  healthcare 
policy  supporting  the 
individual's  increasing  desire  to 
exercise  greater  responsibility 
for  health". 

The  publication  calls  for  a 
change  in  attitudes: 

•  pharmacists  to  use  their 
education  and  capabilities  to 
greater  advantage  and  play  a 
more  active  role  in  healthcare 

•  doctors  to  improve  their 
knowledge  of  OTC  products 
and  help  educate  patients 
about  their  use 


Over-questioning  by  pharmacists? 


Peter  Jensen,  Smithkline 
Beecham  Consumer  Brands 
Europe,  was  surprised  at 
criticisms  from  Derek  Prentice, 
president,  Bureau  Europeen  des 
Unions  de  Consommateurs,  that 
pharmacists  were  not  asking 
the  right  questions  when  selling 
P  medicines  (OSDJune  18). 

Experience  with  Tagamet  100 
had  shown  that  pharmacists 
had  been  almost  too  rigorous. 

"By  the  time  patients  have 
had  third-degree  questioning 
from  their  pharmacists  they  are 
often  so  worried  that  they  go 
to  the  doctor  only  to  find  they 
have  an  everyday  complaint 


that  the  pharmacist  could  have 
treated,"  he  said. 

Mr  Jensen  referred  to  some 
of  the  problems  in  marketing 
OTC  brands,  particularly  POM 
to  P  switches,  throughout 
Europe.  Although  there  was 
supposed  to  be  harmonisation, 
regulatory  processes  differed 
and  there  were  varying  rules 
regarding  advertising  and 
claims  in  the  member  states. 

"Our  objective  should  be  to 
make  available  to  consumers 
the  same  OTCs  throughout 
Europe,"  he  said.  "This  would 
mean  the  same  name,  claims, 
packaging,  advertising  and 


education,  pharmacy 
availability  and  switch  process." 

There  was  a  need  to 
emphasise  the  importance  of 
OTCs  with  European  politicians 
and  to  raise  the  status  of  OTCs 
with  the  new  central  European 
Medicines  Evaluation  Agency, 
which  Mr  Jensen  thought 
should  look  at  OTC  as  well  as 
prescription  medicines. 
•  Another  plea  for  a  greater 
pooling  of  resources  between 
member  states  and  mutual 
recognition  of  POM  to  P 
switches  came  from  Jean-Paul 
Lafon,  Procter  &  Gamble 
Europe,  Paris. 


Berndt  van  Till,  AESGP  president 

•  government-initiated 
education  for  consumers  and 
improved  procedures  for  POM 
to  P  switches 

•  pharmaceutical 
manufacturers  to  support  the 
move  towards  responsible 
self-medication  by  providing 
good  information  in  the  form 
of  labelling  and  leaflets. 


Smokers  need 
understanding 

Smokers  are  on  the  way  to 
becoming  "undesirable 
elements  in  society",  said 
Jorgen  Johnsson,  Pharmacia 
Consumer  Pharma. 

But  it  was  simply  not  good 
enough  to  pound  home  the 
message  that  people  must  stop 
smoking  —  someone  must  show 
them  how. 

"Smokers  already  know  all 
they  need  to  know  about 
smoking  and  its  fatal  effects," 
he  said.  "What  they  need  in 
future  is  not  propaganda  and 
prohibitions,  but 
understanding,  support  and 
help  on  their  own  terms." 

He  thought  that  nicotine 
replacement  therapy  was  likely 
to  play  an  increasingly 
important  role  in  the  future, 
and  his  company  was 
developing  a  multi-product 
concept  to  help  as  many 
smokers  as  possible  find 
something  to  suit  them.  More 
products,  with  other  forms  of 
administration,  are  on  the  way, 
hesaid. 
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Doctors'  attitude  is  the  key  to 
OTC  product  acceptance 


Doctors'  attitude  towards 
self-medication  is  that  it  acts  as 
a  parallel  system,  but  is  not  part 
of  primary  healthcare,  announc- 
ed Sheila  Kelly,  executive 
director  of  the  Proprietary 
Association  of  Great  Britain. 
This,  in  turn,  limits  the  role 
self-medication  can  play  in 
healthcare. 

Yet  doctors  in  the  UK  should 
be  enthusiastic  about  OTC  as 
they  are  paid  per  patient, 
whether  they  see  them  or  not, 
she  pointed  out.  But  many  GPs 
do  not  discuss  self-medication 
with  their  patients. 

PAGB  research  revealed  that 
this  was  simply  because  to  them 
the  OTC  market  was  invisible. 

This  led  to  the  PAGB  testing 
the  idea  of  doctors  recomm- 
ending OTC  products  rather 
than  writing  a  prescription. 
Over  80  per  cent  believed  it  was 
a  good  idea  and  felt  their 
patients  would  also  view  it 
positively. 

To  encourage  doctors,  the 
organisation  produced  the  OTC 
Directory.  Research  revealed 
that  over  80  per  cent  of  doctors 
kept  the  first  edition  of  the 
directory  on  their  desks  to  use 
as  a  reference  book.  In 
addition,  they  are  now 


He  opined  that  doctors 
should  accept  the  concept  of 


Sheila  Kelly  of  the  PAGB 


recommending  more  OTC 
medicines,  although  this  has 
not  yet  had  any  impact  on  sales. 

"It's  a  good  beginning  and 
we  believe  that  will  improve 
with  more  OTC  products." 

However,  this  POM  to  P 
switch  will  also  benefit 
pharmacists.  They  will  become 
more  important  players  in  the 
market  by  helping  people  to 
choose  and  use  their  medicines. 


words  "letting  go"  as  a  positive 
step  to  the  benefit  of  patients. 


Such  POM  to  P  switches 
provide  encouragement  for 
other  countries  in  Europe.  Ms 
Kelly  pointed  out  that  only  12 
products  had  made  the  change 
within  the  past  10  years,  yet  last 
year  saw  14  products  switched 
"and  the  pipeline  this  year  is 
just  as  full". 


"The  leadership  of  Europe  as 
one  of  the  main  world  bases  for 
pharmaceutical  research  and 
development  is  threatened," 
warned  European  Commiss- 
ioner Dr  Martin  Bangemann. 

Some  20  years  ago,  half  of  all 
new  medicines  were  developed 
in  the  European  community, 
but  this  has  now  dropped  to 
one-third,  he  revealed.  More 
alarmingly,  Europe  was  also 
losing  ground  in  the  highly 
innovative  products  sector  with 
60  per  cent  of  new  patents 
coming  from  the  US. 

The  EC's  answer  to  this 
problem  was  to  create  "more 
favourable  conditions  for 
innovation  in  Europe"  in  the 
form  of  an  industrial  policy  for 
the  pharmaceutical  sector.  This 
will  involve  a  better  regulatory 
framework  for  new 
technologies  and  more  help  in 
sustaining  R&D  efforts. 

Another  step  forward  is  the 
setting  up  of  the  European 
Medicine  Evaluation  Agency, 
the  new  system  for  marketing 
authorisation  and  supervision 
of  medicines. 

This  may  have  an  impact  on 
OTC  medicines  when  they 
become  candidates  for  the 
decentralised  procedure  which 
is  based  on  recognition  of 
another  country's  marketing 
authorisation.  Not  only  will  this 
bring  about  savings  in  resources 
but  it  will  also  dramatically 
reduce  delays  in  registration, 
said  Dr  Bangemann. 

One  of  the  big  advantages  to 
the  consumer  is  that  there  will 
be  improved  co-ordination  of 
the  pharmacovigilance  in 
medicine  safety. 

"Public  confidence  will  no 
longer  be  undermined  by 
national  differences  in  safety 
evaluation  of  the  same 
pharmaceutical  product." 

The  third  part  of  this  helping 
triangle  involves  moving 
towards  a  more  rational  and 
effective  health  system. 

"It  is  in  the  interests  of  the 
industry  to  make  health  systems 
more  efficient  and  it  should 
become  an  active  player  in 
health  reforms,"  he  advised. 

Networks  should  be 
developed  which  link  doctors, 
hospitals  and  social  centres  on  a 
European  scale.  The 
Commission  is  already 
encouraging  this  movement 
with  the  creation  of  "telematic 
networks"  which  will  allow 


The  UK  is  succeeding  in  this 
field  because  self-medication  is 
now  on  the  agenda  for  pharm- 
acists, doctors,  the  Government 
and  consumers,  she  said. 

"We  have  been  able  to  match 
our  objectives  to  theirs  and 
mark  our  75th  anniversary  with 
solid  progress,"  she  concluded. 


doctors  in  remote  areas  to  feed 
a  patient's  symptoms  into  the 
system  and  receive  a  diagnosis 
that  would  only  be  possible  by 
visiting  a  specialist  in  that  area. 

"All  players  would  gain: 
patients  get  healthcare, 
diagnosis  and  results  of  a 
consultant's  activity  and 
taxpayers  get  higher  cost 
control  and  cost  savings,"  said 
Dr  Bangemann. 
•  The  European  Medicines 
Evaluation  Agency  was  due  to 
decide  this  week  on  its  London 
site,  according  to  Fernand 
Sauer,  who  is  going  to  head  the 
new  agency. 

The  aim  is  to  fit  out  and  open 
the  premises  by  the  end  of  the 
year  and  to  have  120 
permanent  staff  in  place  by 
mid-1995.  Fourteen  key  posts 
are  soon  to  be  advertised. 

The  EMEA  hopes  to  have 
details  of  its  budget  and  fee 
structure  by  theyear'send. 


The  elderly 
route  to 
responsibility 

General  practitioners  need  to 
target  the  elderly  if  the 
individual  is  to  become  more 
responsible  for  their  health, 
opined  Dorothy  Knightley  of 
Intercontinental  Medical 
Statistics. 

Speaking  about  the 
GP/practitioner  relationship,  Ms 
Knightley  believes  there  needs 
to  be  a  fundamental  change  in 
its  structure,  making  it  more  of 
a  partnership. 

This  requires  GPs  to  respond 
to  the  needs  of  patients  who 
want  to  have  more  control  and 
responsibility  for  their  choice  of 
medication. 

They  recognise  this  desire  in 
younger  patients,  but  in  other 
age  groups  revert  back  to  their 
usual  treatment  of  handing  out 
advice  with  little  or  no 
follow-through. 

She  revealed  that 
fund-holding  GPs  are  more 
likely  to  move  towards  patient 
partnerships,  as  seen  by  their 
greater  enthusiasm  for 
recommending  OTC 
preparations  to  a  non-exempt 
patient  where  there  is  "a 
mutual  financial  benefit  to  be 
gained  by  both  parties". 


Left  to  right:  Bron  Gorney  (Mentholatum);  Colston  Herbert,  the  PAGB 
president  (Sterling  Health);  and  the  vice-president  of  the  PAGB,  Graeme 

Hannah  (Roche) 


Letting  go  is  a  positive  step 
forward  for  patients 


Pharmacists  have  received  the 
seal  of  approval  from  European 
doctors. 

Professor  Manuel 
Machado-Marcedo,  vice- 
president  of  the  Standing 
Committee  of  European 
Doctors,  told  delegates  at  the 
AESGP  conference:  "It 
[pharmacy]  is  a  great 
profession,  we  respect  them 
very  much,  and  their 
co-operation  with  the  medical 
profession  is  absolutely 
essential." 


self-medication  when  it 
involved  the  "control  of  some 
minor  ailments  or  complaints". 

Co-operation  between 
pharmacists  and  doctors  is 
becoming  increasingly 
important  as  pharmacists  work 
at  being  more  knowledgeable. 
Doctors  should  move  towards  a 
better  understanding,  was 
Professor  Machado-Macedo's 
advice. 

The  medical  profession  must 
accept  it  has  to  respond  to 
change  and  to  regard  the 
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The  new  formula  for  increased  sales 

•  The  UK's  No.  I  brand  of  baby  toiletries  is  now  even  better  with 
improved  formulations  and  added  natural  ingredients  such  as 
soothing  Camomile,  gentle  Almond  and  moisturising  Glycerine. 

In  1994,  an  £8  million  awareness  campaign,  including  television, 
press,  hospital  usage,  and  sampling  to  92%  of  mothers  will  increase 
sales  of  Johnson's  toiletries. 

•  Johnson's  Baby  toiletries  yield  high  cash  margins;  maximise  your 
shelf  space  investment  by  stocking  the  brand  leader. 


Be  sure  to  plan  ahead  to  meet  demand. 
It's  your  formula  for  increased  sales. 
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Offices  in  Cambridge  and  warehouse  facilities  in  Leicester  may  not  sound  or 
look  like  the  tip  of  an  iceberg  but  in  the  case  of  Chefaro  UK  they  are  just  that. 
As  part  of  the  AKZO  Nobel  organisation,  the  company  has  access  to  extensive 
research  and  development  facilities  and  marketing  expertise  worldwide.  Now 
the  company  is  looking  to  put  these  resources  to  greater  effect  in  the  UK  OTC 

healthcare  market. 


Moving  forward  in 
the  90s 

Chefaro  UK  is  one  of  seven 
principal  companies  (six  in 
Europe,  one  in  Japan) 
which  make  up  Chefaro 
International  -  the 
subsidiary  of  Akzo  Nobel 
responsible  for  OTC 
healthcare  products. 

Add  to  this  some  20 
representing  agents  and 
distributors  around  the 
world  and  it's  clear  to  see 
that  the  "International"  in 
Chefaro  International  is  no 
exaggeration. 

A  closer  look  at  the 
portfolio  of  products  held 
by  Chefaro  International 
confirms  the  company's 
expertise  and  growing 
reputation  in  many  major 
OTC  markets. 

In  Holland,  the  company 
markets  the  leading 
vitamin  supplement 
(Davitamon).  In  Holland 
and  Germany  a  topical 
analgesic  (Ibutop)  and  oral 
analgesics  (Chefarine  and 
Relian)  give  Chefaro 
Internatonal  a  strong 
presence,  while  the 
medicated  skincare  ranges 
of  Azaron  and  Multidermol 
are  important  products  in 
Holland,  Belgium,  Germany 
and  Spain. 

Other  areas  in  the  OTC 
healthcare  market  where 
the  company  is  active 
include  cough/cold, 
hayfever  and  laxatives  - 


although  the  key  area 
remains  diagnostics.  The 
Predictor  home  pregnancy 
test  and  Discretest  home 
ovulation  test  are  both 
recognised  around  the 
world  as  leaders  in  their 
field. 

Vast  experience 

"We  have  got  the 
experience  and  knowledge 
of  a  broad  range  of 
products  which  is  not 
currently  being  utilised  in 
the  UK.  I  would  like  to 
change  that,"  says  Chefaro 
UK's  general  manager 
Caspar  van  Dongen.  "It 
seems  a  shame  not  to 
utilise  our  strengths  when 
we  have  so  much  to  offer." 


Established  in  1971, 
Chefaro  UK  has  been 
responsible  for  a  host  of 
successes.  Slim  Fast  and 
CibaVision  are  just  two  of 
the  big  names  that  have 
benefited  from  Chefaro's 
expertise,  and  even  today 
the  line-up  contains  names 
that  are  instantly 
recognisable  in  the 
pharmacy  sector. 
Predictor,  Elancyl  and 
Jungle  Formula  are  the 
three  core  brands  that  the 
company  is  currently 
concentrating  the  most 
effort  on.  However, 
Endocil,  Owbridges  and,  of 
course,  Bergasol,  are  part 
of  the  line-up  and  continue 
to  maintain  a  strong 


presence  on  shelf. 

It's  a  tribute  to  the 
company's  capabilities  that 
four  brands  -  Predictor, 
Owbridges,  Endocil  and 
Bergasol  -  have  been  with 
Chefaro  UK  since  the  very 
early  days  of  operation. 

The  UK  company's  most 
recent  acquisition,  Jungle 
Formula,  has  soon  profited 
from  the  Chefaro  touch. 
Previously  only  available  in 
specialist  sports  shops,  the 
range  saw  sales  soar  as 
Chefaro  began  distributing 
it  through  the  pharmacy 
sector.  Within  four  years, 
Jungle  Formula  has  become 
second  to  Autan  in  the 
insect  repellent  market, 
accounting  for  one  third  of 


all  sales  in  that  market  in 
1993. 

"Our  expertise  lies  in  the 
pharmacy  sector,"  says  Mr 
van  Dongen,  "and  our 
brands  have  been  built  and 
distributed  there.  We 
understand  that  the 
pharmacist  needs  support 
to  sell-out  his  stock  - 
especially  in  this  very 
competitive  environment. 

"This  year,  therefore,  sees 
us  investing  serious  money 
behind  Elancyl,  Predictor 
and  Jungle  Formula.  Radio 
advertising,  for  instance,  is 
being  used  to  support 
Jungle  Formula  tactically 
whenever  the  weather 
dictates  that  an  insect 
repellent  may  be 
required." 

Market  leader 

Predictor,  the  flagship 
brand  of  Chefaro 
International ,  is  a  good 
example  of  how  the 
company  benefits  from 
being  part  of  the  AKZO 
Nobel  organisation. 

Developed  by  another 
subsidiary,  Organon 
Teknika  back  in  1971, 
Predictor  was  the  first 
home  pregnancy  test  kit  to 
be  launched  onto  the 
market.  Today,  Chefaro  is 
the  largest  supplier  of 
pregnancy  testing  kits  in 
Europe*.  Success  inevitably 
attracts  competition  but 
while  other  products  have 
been  launched  into  the 
market,  Chefaro  UK 
remains  the  only  company 
that  continues  to  restrict 
distribution  to  the 
pharmacy  sector. 

"Pregnancy  testing  is  such 
an  emotional  issue  that  I 
am  convinced  that  you 
need  a  pharmacist  present 
when  these  purchases  are 
made, "  says  Mr  van 
Dongen. 

Being  part  of  such  a  large 
organisation  also  enables 
Chefaro  UK  to  keep  one 
step  ahead  of  the  market. 
Predictor  has  already  seen 
a  fourfold  increase  in  sales 
this  year  compared  to  1990, 
but  that  doesn't  stop  the 
company  from  taking 
advantage  of  AKZO  Nobel's 
research  and  development 
facilities  to  improve  on  the 
technology  available. 


"Women  believe  all 
pregnancy  tests  are 
accurate  but  they  still 
doubt  their  own  ability  to 
use  them  properly,"  says 
Mr  van  Dongen.  "The  new 
Predictor  test  is  like  a  pen 
with  the  result  window  in 
the  cap,  separate  from  the 
urine  absorber,  so  there's 
no  chance  of  urine 
splashing  the  window  and 
spoiling  the  test. 

"The  wand  need  only  be 
held  in  the  urine  stream  for 
one  second  thanks  to  the 
revolutionary  super 
absorbent  pink  sponge  tip 
and  a  result  will  be 
available  in  just  four 
minutes.  The  test  is  so  easy 
to  use  that  we  are  able  to 
feature  the  message  'So 
Simple  -  You  Can't  Go 
Wrong'  on-pack." 

Technological  advances 
are  of  little  use  if  the 
consumer  is  unaware  of 
them  so  Chefaro  are 
investing  heavily  in  radio 
and  women's  press 
advertising  to  reach  their 
target  audience. 

"It's  pointless  having  the 
benefits  of  AKZO  Nobel's 
research  and  development 
facilities  if  we  don't  ensure 
that  the  product  moves  off 
the  pharmacy  shelves."  says 
Mr  van  Dongen. 

Another  key  brand 
Chefaro  UK  is  currently 
concentrating  effort  on  is 
Elancyl.  In  recent  months 
the  range  has  been 
reduced  in  size  to  highlight 
the  best  selling  lines.  This 
move  has  improved  the 
profitability  of  the  range 
for  pharmacies  and  it  is 
now  being  supported  by 
consumer  advertising  after 
two  or  three  years  of 
silence. 

"One  thing  we  always 
insist  on  is  consumer 
research, "  says  Mr  van 
Dongen.  "That  way  we  can 
appeal  to  the  target 
audience.  The  consumer 
advertising  currently 
running  for  Elancyl  is  based 
on  such  findings  and  ties  in 
with  the  pharmacy  in-store 
display  material. " 

As  part  of  the  Pierre  Fabre 
range,  Chefaro  acts  as  the 
UK  distributor  for  Elancyl 
(along  with  Klorane, 
Elgydium  and  Eludril)  but 


as  far  as  Mr  van  Dongen  is 
concerned  there  is  no 
difference  between  this 
range  and  Chefaro's  own 
brands.  "We  have  our  own 
marketing  staff  who 
develop  the  brands 
regardless  of  whether  they 
are  our  own  or  are  being 
handled  for  another 
company.  It's  in  our 
interest  and  the  interest  of 
the  pharmacy  and  the 
company  we  are  acting  for 
to  ensure  the  products  are 
given  the  best  possible 
marketing,  advertising  and 
promotional  support." 

Therefore,  the  service  we 
can  offer  is  second  to  none, 
says  Mr  van  Dongen.  "We 
call  on  4,500  independent 
pharmacies  directly  five 
times  a  year  and  visit  the 
head  offices  of  major 
multiples  and  national  and 
regional  wholesalers  on  a 
regular  basis.  The  coverage 
we  offer  is  comprehensive, 
the  service  is  excellent  and 
the  results  speak  for 
themselves." 

In  the  past  four  years, 
Chefaro  UK  has  seen  sales 
increase  by  50  per  cent  -  no 
mean  feat  in  the 
recessionary  times. 
Heading  up  a  team  of  35  - 
half  of  whom  concentrate 
solely  on  sales  -  Mr  van 
Dongen  is  clear  about  the 


future  direction  of  Chefaro 
UK: 

"The  areas  I  see  ripe  for 
development  in  the  UK  are 
those  categories  in  which 
we  are  already  strong 
internationally.  Chefaro 
International  has  expertise 
in  diagnostics  with  home 
pregnancy  and  ovulation 
tests,  medicated  skincare, 
vitamin  supplements  and 
analgesics.  Our  aim  is  to  be 
the  expert  in  key 
healthcare  categories 
rather  than  positioned  as  a 
general  broker. 

"In  the  past  we  have 
handled  a  variety  of 
products  but  Chefaro's 
future  lies  in  being  the 
marketing,  sales  and 
distribution  experts  in  self- 
medication  and 
diagnostics.  After  a  year  of 
consolidation  we  now  have 
the  flexibility  within  our 
organisation  to  extend  our 
portfolio  of  products. 
Quality  brands  require 
careful  handling  by  both 
the  manufacturer  and  the 
retailer  and  are  the  key  to 
our  continuing  success." 

AKZO  NOBEL 

*  EEC  countries  only.  Data  on  file. 
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Hot  summer  months  and  the  arrival  of  the  peak  holiday  season 
spell  out  one  message  to  pharmacists  -  the  opportunity  to  increase 
sales  of  anti-perspirants/deodorants. 


Although  sales  are  year  round  in  this  mar- 
ket sector,  obviously  the  sticky  summer 
days  and  traditional  "holiday"  toiletry  buys 
provide  an  excellent  purchasing  trigger  to 
consumers. 

Efficacy  is  the  key  to  success  and  Sara 
Lee's  Amplex.  with  a  heritage  of  over  forty 
years  has  always  delivered  results  in  this 
area  but  this  summer  sees  the  total  relaunch 
of  Britain's  popular  "no-nonsense"  range  of 
anti-perspirants/deodorants. 

New  anti-stain  benefit 

Consumers  are  not  just  looking  for  an  anti- 
perspirant/deodorant  to  mask/reduce  odour, 
equally  important  is  the  need  to  protect 
clothes  from  under-arm  staining.  In  fact 
research  commissioned  by  Sara  Lee 
claimed  that  96%  of  consumers  found  the 
concept  of  an  anti-stain  formula  appealing 
with  an  impressive  93%  also  claiming  it  to 
be  relevant.  The  new  Amplex  offering 
boasts  a  unique  anti-stain  benefit  on  both 


roll-ons  and  aerosols  which  is  communicat- 
ed effectively  on  pack  via  the  bold  new  "T- 
shirt"  device.  The  new  clear  formulation 
further  underpins  the  brand's  key  message, 
"Amplex  -  stay  dry,  stay  fresh,  stay 
friends  with  your  clothes". 

Listening  to  the  consumer 

In  response  to  consumer  demand  for  anti- 
perspirant/deodorant  products  to  comple- 
ment lifestyles,  new  Amplex  will  be  rolled 
out  in  a  range  segmented  to  provide  specif- 
ic product  benefits. 

In  the  roll-on  format  the  range  offers: 
Active,  for  busy  lifestyles.  Sensitive,  der- 
matologically  tested  and  with  a  non-sting 
claim.  For  Men,  enhanced  formula  and 
extra  protection.  Sport,  extra  effective  and 
lasting  freshness  and  Fragrance  Free, 
complete  protection  but  with  no  fragrance 
and  non-sting. 

Active,  Sensitive  and  For  Men  are  also 
available  in  an  aerosol  format. 


Quantitive  research  through 
Millward  Brown,  conducted 
November  1992,  showed: 

■  96%  found  the  anti-stain  con- 
cept appealing 

■  93%  found  the  anti-stain  con- 
cept relevant 

■  84%  found  the  anti-stain  con- 
cept unique 

■  88%  found  the  anti-stain  con- 
cept credible  for  Amplex 

Powerful  new  packaging 

To  ensure  the  new  eight  variants  enjoy 
maximum  impact  on  shelf,  the  range  has 
been  further  boosted  by  a  total  packaging 
revamp,  specifically  designed  to  comple- 
ment the  brands'  intrinsic  "functional/no- 
nonsense"  core  values.  Roll-ons  are  pre- 
sented in  chunky,  clear  60ml  bottles  boast- 
ing bolder  graphics  and  highlighting  specif- 
ic product  benefits.  Aerosols  also  carry 
striking  revised  graphics  and  of  course  both 
formats  flash  the  unique  "T  shirt"  device  on 
pack. 

A  clear  winner  for  pharmacists 

Amplex  has  always  represented  a 
value  for  money  purchase  to  con- 
sumers but  remember: 

■  The  range  also  symbolises  the 
opportunity  for  increased  profits  to  the 
pharmacist  by  providing  excellent 
margins. 

■  Add  to  that  a  planned  above-the-line 
support  package  of  around  £1.5m. 

■  The  newly  segmented  range  to  illus- 
trate unique  product  benefits. 

■  Impactful  new  packaging. 

And  it  is  clear  to  see  that  Amplex  is 
destined  to  be  a  hot  favourite  for  the 
summer . 


Marketing  for  success 


Jeremy  Clitherow,  Gill  Hawksworth  and  John  Donoghue  are  convinced 
that  marketing  the  profession  is  the  key  to  extending  pharmacy's  role 


The  very  word  "marketing"  usually 
conjures  up  images  of  large  companies  with 
budgets  to  match.  Not  so,  said  Liverpool 

Local  Pharmaceutical  Committee  last 
Sunday.  Pharmacy  has  much  to  learn  from 
marketeers  if  it  wants  to  maintain  and 
improve  its  role  in  healthcare  provision 


It  is  not  enough  to  do  a  good 
job.  Being  seen  to  be  doing  a 
good  job  is  the  key.  But  what 
does  pharmacy  do?  What  could 
it  do  if  it  had  the  resources? 
Who  do  we  tell  all  this  to  and 
how?  These  were  some  of  the 
questions  raised  at  this  week's 
Liverpool  LPC's  marketing 
seminar. 

"We've  been  naive  in 
marketing,"  said  honorary 
secretary  Jeremy  Clitherow. 
And  closing  that  gap  was  what 
he,  fellow  LPC  colleagues,  P5NC 
off  icials  and  NPA  members 
from  around  the  country, 
hoped  to  start  with. 

"It  is  essential  that  we  market 
ourselves  to  get  the  right  care 
for  patients.  If  we  can  get  that 
patient  care,  then  our 
professional  aspirations  will  be 
fulfilled,"  said  Mike  Weinronk 
of  Wirral  PSNC. 

By  raising  the  importance  of 
marketing  in  procuring  funds 
for  pharmacy's  extended  role, 
delegates  explored  the 
mechanics  of  marketing  and 
tailored  the  theory  to  familiar 
practical  situations. 

At  one  level,  delegates 
looked  at  how  individual 
contractors  could  identify  a 
local  need  by  market  research, 
assess  their  and  their 
competitors'  performances  and 
how  to  execute  a  marketing 
plan  to  achieve  their  goal. 

The  same  principles  were 
then  translated  into  individual 
LPCs  applying  for  funds  from 
FHSAs  or  from  an  evolving 
breed  of  fundholding  bodies, 
with  social  services  becoming 
increasingly  important. 

According  to  Liverpool  LPC's 
chairman,  John  Donoghue, 
social  services  is  where  the 
money  is.  Of  the  £7  million 
allocated  for  patient  care 
outside  residential  or  nursing 
homes,  85  per  cent  will  be 
awarded  to  the  private  sector. 
And  pharmacy  should  be 
angling  for  as  much  of  that 
£6m  or  so  that  was  available  as 
possible,  he  said. 

What  do  we  do? 

The  first  task  was  to  identify 
what  pharmacists  did  and  could 
do.  This  was  done  with  the  help 
of  Gill  Hawksworth,  speaking  as 
a  member  of  Kirklees  LPC 
rather  than  as  a  Society  Council 
member. 

Care  in  the  Community 
provided  an  ideal  opportunity 
for  pharmacists  to  take  on  extra 
responsibility,  she  said.  Among 
possible  functions  she  identified 
under  this  banner  were:  giving 
advice  to  carers  and  the 
housebound,  forming  part  of  a 
discharge  plan,  wound 
management,  offering  needle 
exchange  schemes,  domiciliary 
services,  counselling  services 
and  stoma  care. 

This  was  in  addition  to  the 
range  of  services  either  already 
offered  by  pharmacists,  or 
within  their  grasp  including: 
health  promotion  and 
screening,  advising  GPs, 
providing  oxygen,  holding 


patient  medication  records, 
offering  monitored  dose  or 
compliance  aids,  incontinency 
products,  nebulisers,  disability 
aids,  drug  information,  travel 
advice,  and  advice  on  POM  to  P 
switch  products. 

Target  audience? 

Armed  with  answers  to  "What 
do  we  do?",  the  next  question 
is  "Who  do  we  tell?".  That 
group  of  people  can  be  divided 
up  into  three  categories,  said 
Mr  Donoghue:  consumers, 
contractors  and  purchasers. 

Although  the  general  public 
is  the  first  type  of  consumer 
that  springs  to  mind,  voluntary 
organisations,  the  media  and 
politicians  are  important  as 
"movers  and  shakers".  Also 
Community  Health  Commissions 
sit  in  this  category,  which  will 
grow  from  aggregating  existing 
FHSAs,  he  said. 

Contractors  are  the  next 
category.  Liverpool  LPC  and  its 
four  immediate  neighbours,  for 
example,  represent  some  500 
contractors. 

Finally,  purchasers  of 
pharmacy's  services  must  be 
targeted.  These  include  FHSAs, 
District  Health  Authorities, 
Social  Services,  the  DoH,  and 
NHS  management  executives. 

How  to  sell 

The  "how"  part  of  the  equation 
must  be  via  presentations  to 
the  opinion  formers,  said  Mr 
Clitherow,  and  that  must  be 
based  on  research  rather  than 
hearsay. 

He  suggested  concentrating 
on  the  LPC  and  regional  PSNC 
route  first.  And  as  far  as  the 
DoH  was  concerned, 
emphasising  health  gain  and 


value  for  money  was  the  order 
of  the  day. 

As  far  as  reaching  the  public, 
he  predicted  Community  Health 
Councils  would  be  a  major 
influence  in  the  future  and 
suggested  a  "befriending" 
programme. 

Targeting  care  assistants  and 
home  helps  was  an  area  that 
needed  special  treatment, 
because  of  their  high  turnover, 
he  added.  In  this  case,  the 
message  should  be  repeated  to 
catch  new  members  of  staff. 

Other  methods  he  suggested 
included  tailor-made  patient 
information  leaflets,  Press 
adverts,  radio  and  even  local 
television.  But  ensuring 
increased  patient  contact  would 
also  boost  pharmacy's  profile. 

Industry  advice 

Delegates  heard  about  the 
rudiments  of  marketing  from 
Glaxo  Laboratories'  Sue 
O'Donnell.  As  operations 
manager,  she  co-ordinates  the 
company's  business  planning 
operation,  so  she  tried  to 
parallel  her  experience  with 
pharmacy  issues. 

"The  days  of  pharmacies 
stocking  one  of  everything  are 
going,"  she  said.  "Specialising  is 
very  important. 

"You  have  to  take  stock  of 
where  you  are  now  and  where 
you  want  to  go  from  here.  You 
can't  just  go  with  the  flow 
because  it  will  knock  you  over." 

Starting  with  the  customer, 
taking  a  long-term  perspective, 
making  full  use  of  all  resources 
and  innovation  were  her  four 
key  recommendations. 

She  suggested  various  tools 
to  help  plan  a  strategy, 
including  knowing  who  your 


customers  are.  This  might  help 
target  a  new  section  of  the 
community  who  might  not  have 
been  seen  as  a  discrete  group 
until  then.  Examples  here  might 
be  identifying  a  local  youth 
group  as  a  potential  pool  of 
customers,  or  discovering  that 
commuters,  who  you  thought 
made  up  the  bulk  of  your 
customers,  hide  the  fact  that 
they  prefer  to  have  their  scripts 
dispensed  nearer  work  rather 
than  at  their  local  pharmacy. 

Looking  at  your  own  business 
is  the  next  step.  Divide  your 
business  into  star  items  (high 
market  growth  and  high 
market  share);  problem  children 
(high  market  growth  and  low 
market  share);  cash  cows  (low 
market  growth  and  high 
market  share);  and  dogs  (low 
market  growth  and  low  market 
share)  to  get  a  clearer 
perspective. 

What  you  classify  as  a 
"problem  child"  will  not 
necessarily  be  the  same  as 
another  pharmacist,  she  said. 

Similarly,  what  is  your 
strength  might  be  another 
person's  weakness  and  that 
applies  to  your  competitors, 
too.  But  while  strengths  and 
weaknesses  can  be  controlled 
by  the  business,  opportunities 
and  threats  are  usually  beyond 
your  control.  Examples  of  these 
might  be  POM  to  P  moves,  the 
Community  Care  Act,  and  the 
opportunity  to  provide 
diagnostic  services.  On  the 
down  side  are  competitors 
opening  near  you  or  a  health 
centre  moving. 

Next  is  to  define  your 
objectives  as  specifically  and 
realistically  as  possible  in  a  way 
that  can  be  measured,  giving  a 
time  scale. 

Your  tactics  can  be 
advertising  (eg  newspaper), 
professional  (eg  making  sure 
the  pharmacist  hands  out 
prescriptions),  cosmetic  (eg 
shop  refit),  or  sales/promotional 
(eg  special  offers  or  using  direct 
mail  letters). 

She  highlighted  the  unusual 
step  of  one  pharmacist  hiring  a 
public  relations  consultant  to 
target  local  newspapers  with 
news  releases.  This  was 
successful  because  of  third 
party  endorsement,  she  said. 


Glaxo's  Sue  O'Donnell  shares  her 
marketing  know-how 
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When  Charles  Gates  bought  a 
100-year-old  grocery  in 
Guildford  High  Street  in  1850, 
little  did  he  realise  that  his 
name  would  become  "part  of 
the  UK  furniture"  nor  that,  by 
the  turn  of  the  century,  the 
core  grocery  business  would  be 
long  gone. 

By  1882,  when  the  business 
passed  to  his  sons,  the  main 
interest  was  in  dairy  products, 
hence  the  name  change  from 
Gates'  Groceries  to  The  West 
Surrey  Central  Dairy. 

By  1903,  they  were  producing 
powdered  milk  for  baking  and 
puddings  alongside  their 
standard  range  of  goods. 
Thus,  when  the  Carnegie 
Institute  revealed  in  1904  that 
poor  nutrition  among  babies 
was  directly  linked  to  infant 
mortality  and  that  beneficial 
results  could  be  achieved  if 
poor  children  were  fed 
reconstituted  dried  milk,  the 
Dairy  was  an  ideal  source  of 
supply. 

Leicestershire's  chief  medical 
officer,  Killick  Millard,  asked 
the  company  to  supply  both  full 
and  half  cream  milk  to  babies 
and  children.  This  marked  not 
only  the  company's  first 
babymilk  but  also  "our  long 
association  with  the  medical 
profession",  says  Elon  Newton, 
head  of  communications  at 
Cow  &  Gate. 

Successful  formula 

None  of  this  really  explains  why 
the  company  is  called  Cow  & 
Gate.  Apparently,  in  1885,  the 
Gates  brothers  produced  a  line 
in  brown  cream  jugs;  at  the 
same  time,  the  first  picture  of  a 
cow  looking  through  a  gate 
appeared  —  the  jugs  became 
known  as  Cow  &  Gate.  The 
name  stuck,  although  the  first 
advertisement  to  feature  Cow  & 
Gate  dried  pure  milk  was  not 
seen  until  1908  and  the 
company  trademark  didn't 

Berlin  Olympics  champion  Mr  H. 
E.  K.  Lawrence  (right)  says  he  was 
brought  up  on  Cow  &  Gate.  Below: 
the  first  advertisement 


For  Intant  Milk  Oopolt,  Public  ln»llfullonmt  lo, 

"COW  &  GATE" 

Dried  Pure  English  Milk. 

THIS  MILK  BEING  MADE  DAILY  AT  OUR  OWN  FACTORIES 
FRESHER  CONDITION  THAN  FOREIGN  OR  COLONIAL  MAKES. 


OHIEO    EHOLISH  MILK. 


WEST  SURREY  CENTRAL  DAIRY  Co.,  GUILDFORD. 


appear  until  1922. 

In  1929,  the  company's  name 
was  changed  to  Cow  &  Gate 
Limited  and  it  was  decided  to 
concentrate  on  the  baby 
feeding  side  of  business. 

This  coincided  with  a  period 
of  immense  activity  for  the 
company  when  it  became 
"wrapped  up  in  medical 
development",  says  Mr  Newton. 
In  the  1920s,  they  developed 
special  formulae  for  babies  with 
metabolic  disorders;  a  protein 


Cow  &  Gate 

turn  90 


Surprisingly,  the  concept  of  feeding  babies 
from  a  bottle  is  not  a  modern  one,  it's  been 
going  on  for  some  4,000  years.  But  infant 
milk  itself  is  a  20th  century  innovation  and 
one  company  which  has  been  at  the 
forefront  of  formulae  development  this 
year  celebrates  its  90th  birthday.  C&D  gives 
a  taste  of  Cow  &  Gate  history 


enriched  milk  appeared  in  1930; 
and  in  1932  vitamins  were 
added  to  standard  babymilks. 

The  1920s  also  saw  the  first 
appearance  of  the  Motherhood 
book  which  ran  until  the  1950s. 
"We  have  carried  on  the 
tradition  of  literature  which  we 
are  now  continuing  with  our 
In-Touch  programme,"  points 
out  Mr  Newton. 

After  the  Second  World  War, 
the  field  of  paediatric  nutrition 
expanded  rapidly  and  the 
company  moved  into  the 
babyfoods  arena  in  1955  when 


it  purchased  Unilever  Trufood. 

Things  have  changed  a  lot 
since  then.  "I  suppose  the  single 
biggest  change  has  been  the 
extension  of  pasta  and 
vegetarian  meals  which  follow 
the  cosmopolitan  tastes  of 
adults,"  says  Mr  Newton. 

This  decade  also  marked  "the 
biggest  change  in  the 
company's  history"  when,  in 
1959,  it  merged  with  United 
Dairies  to  form  Unigate 
Limited. 

While  the  1960s  was  a  time  of 
calm,  the  1970s  saw  Cow  & 


Gate  add  to  their  main  milk 
range  with  sterilised 
ready-to-feed  babymilks  for 
hospital  use,  modified 
powdered  babymilks  and  also 
the  introduction  of  a  baby 
drinks  range.  The  end  of  the 
company's  long  association 
with  Guildford  came  in  1976 
when  the  headquarters  moved 
to  Trowbridge  in  Wiltshire. 

By  1981,  another  merger  with 
Dutch  company  Nutricia  was  on 
the  cards.  "Nutricia  had  a 
remarkably  similar  history  in 
Holland,"  notes  Mr  Newton. 
Out  of  this,  a  clinical  products 
division  was  born  in  1983. 

Centenary  hopes 

The  company's  products  are 
now  available  throughout 
Europe  and  it  employs  over  300 
people  in  the  UK  alone.  "We 
are  still  unique  today,"  says  Mr 
Newton,  "as,  under  the  Cow  & 
Gate  umbrella,  we  are  the  only 
company  solely  concerned  with 
baby  feeding." 

Following  the  company's 
purchase  of  Robinsons 
babyfoods,  what  other  plans 
does  it  have  to  celebrate  this 
year?  "Watch  this  space"  is  Mr 
Newton's  cryptic  comment. 

Any  centenary  predictions? 
"We  have  never  forgotten  our 
roots  and  I  would  like  to  think 
in  2004  we  would  still  be  the 
leading  specialist  baby  feeding 
company  and  would  still  be 
working  hand  in  hand  with  the 
medicarprofession,"  Mr 
Newton  replies. 


In  choosing  the  right  food  mother*  beito** 
what;  should  be  the  birthright  of  e*ery  baby — 
in  insurance  policy  co  good  health  The  right 
food  for  YOUR  baby  is  the  best  Chat  mane/  can 
buy— COW  &  GATE. 

Where  a  roung  bab/'s  life  <s  concerned,  surely 
it  must  be  false  economy  to  buy  anything  but 

Better  be  sure  now  than  possibly  sorry  m  /ears 
to  come  ;  insist,  therefore,  on  giving  your  child 
the  best  possible  start  irt  life  —  a  fine,  healthy 


Buy  COW  &  GATE  to-day  and  be  proud  of 
thac  "COW  S  GATE  LOOK." 


*W&  GATE  foSd 


3{e  FOOD  oP  ROYAL  BABIES 


That  Cow  &  Gate  look,  courtesy  of 
BBC  newsreader  Martyn  Lewis 
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DURACELL  alkali  batter 

THE  DURACELL  GUARANTEE 


1MN1500  LH6  HP?  1.5V 


INSTRUCTIONS 
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BATTERY  STOCKISTS  BEWARE! 
Copycat  Duracell  product  on  offer 


Duracell  UK  is  warning  all 
battery  stockists  to  be  on 
the  lookout  for  fake 
Duracell  stock  which  may 
be  offered  to  them. 

The  copycat  packs  have  been 
sourced  from  the  Far  East  where 
cheap,  poor  quality  batteries  have 
been  labelled  in  the  Duracell  colours 
and  mounted  onto  fake  Duracell 
blister  packs.  Although  at  first 
glance  these  cells  look  authentic, 
they  fall  far  below  Duracell  quality 
and  safety  standards  and,  besides 
giving  very  poor  performance,  there 
is  a  high  risk  of  leakage  and  damage 
to  appliances.  In  addition,  the 
counterfeit  products  have  high 
mercury  levels  which  exceed  EC 
guidelines.  Duracell  has  no  added 
mercury. 

At  first  sight  these  counterfeit 
batteries  look  genuine.  However,  there 
are  certain  key  differences: 


1 )  Differences  in  wording  on  the 
front  of  the  pack 

•  'World's  No  1  Alkaline  Battery' 
instead  of  'Up  to  6  times  longer  life' 
under  the  logo 

•  'expiry'  instead  of  'install  by' 
followed  by  the  date  on  the  right 
hand  side  of  the  pack 

•  'four  alkaline  batteries'  under  the 
batteries  themselves  instead  of  the 
list  of  alternative  sizing  codes 

2)  Differences  in  wording  on  the 
back  of  the  pack 

•  no  Kitemark 

•  no  UK  battery  safety  code 


Photo  shows  genuine  Duracell  batteries  and 
packaging  (left),  alongside  fake  products  (right) 


IF  YOU  HAVE  BEEN 
OFFERED  ANY  BATTERIES 
WHICH  YOU  SUSPECT  ARE 

COUNTERFEIT,  PLEASE 
CONTACT  THE  DURACELL 
HOTLINE  0293  517527, 
EXTENSION  5238 
IMMEDIATELY. 


DANGERS  OF  COUNTERFEIT 
PRODUCT 

Counterfeit  products  damage  the 
reputation  of  both  the  manufacturer 
and  retailer.  Counterfeiting  is  a  criminal 
offence.  The  penalties  for  dealing  in 
counterfeit  goods  are  severe.  The 
Courts  may  impose  big  fines  and  even 
imprison  offenders. 

It  should  be  emphasised  that  tests 
carried  out  on  the  fake  Duracell  product 
clearly  show  it  to  be  of  very  poor  quality 
with  serious  leakage  problems 
commonly  encountered.  It  has  no  safety 
guarantees  and  there  is  a  real  risk  of 
damage  to  appliances. 

Duracell  UK  believes  it  has  seized  all 
the  counterfeit  batteries  which  have 
come  into  the  country  and  is  currently 
investigating  the  product  and  its  source. 
However,  to  prevent  further  attempts, 
Duracell  requests  the  continued 
vigilance  of  wholesalers  and  retailers. 

THERE  IS  ONLY  ONE  NUMBER  ONE 

Duracell  is  the  number  one  battery  brand. 
Duracell  batteries  are  the  best  you  can 
stock.  Don't  accept  anything  less. 


News! 


New  low  in 
pharmacist- 
doctor  relations 

One  particularly  unfortunate  —  but  not 
totally  unexpected  —  result  of  the 
upheaval  in  healthcare,  caused  by  the 
funding  reforms  of  1993,  has  been  a 
deterioration  in  the  somewhat  fragile 
relationship  between  pharmacists  and  GPs 
in  Germany. 

The  massive  reduction  in  prescribing, 
caused  by  the  threat  of  personal  financial 
penalties  if  GPs'  drug  budgets  were 
overshot,  was  largely  responsible  for  the 
sharp  drop  in  pharmacists'  incomes  last  year 
(C&D  May  14,  1994).  Some  of  the  attempts 
of  pharmacy  to  diversify  have  undoubtedly 
been  seen  by  doctors  as  encroaching  on 
their  territory,  and  irritation  boiled  over 
into  open  criticism  and  resentment  at  the 
annual  conference  of  the  Panel  Doctors' 
Association. 

The  occasion  was  already  not  a  happy 
one,  with  internal  wranglings  dominating 
the  proceedings.  This  might  have  been  part 
of  the  reason  why  participants  appeared 
too  eager  to  find  a  common  enemy,  and 
the  hapless  pharmacist  fitted  the  bill. 

Vehement  opposition  was  voiced  to 
most,  if  not  all,  of  the  suggestions  put 
forward  in  the  policy  document  on  the 
future  of  healthcare  produced  by  ABDA, 
the  umbrella  organisation  for  German 
pharmacists,  earlier  this  year  (C&D  February 
26,  1994).  Generic  substitution  by  the 
pharmacist  and  the  introduction  of  a 
voluntary  "Apocard",  containing  details  of 
a  patient's  prescription  and  non-prescrip- 
tion medicines,  were  decisively  rejected. 

The  current  panacea  for  pharmacy's  woes 
—  the  assumption  by  pharmacists  of 
responsibility  for  "pharmaceutical  care"  — 
was  also  ruled  outside  their  competence. 
Worse  was  to  come,  however,  in  the  form 
of  a  thinly-disguised,  if  not  overt,  call  for 
doctor-dispensing,  which  a  majority  of 
delegates  supported. 

This  brought  an  immediate  and  furious 
response  by  the  president  of  ABDA,  who 
accused  them  of  ignoring  the  years  of 
academic  study  by  his  members,  belittling 
their  qualifications  and  seeking  financial 
gain.  The  chairman  of  the  German 
equivalent  of  the  BMA  stepped  in  to  pour 
oil  on  the  troubled  waters,  quickly 
distancing  himself  from  the  idea,  which  was 
also  rejected  by  the  annual  conference  of 
his  organisation  shortly  afterwards. 

Both  the  lay  Press  and  the  equivalent  of 
the  BMJ  also  came  down  on  the  side  of  the 
pharmacists  in  this  matter,  the  former 
pointing  out  how  easy  it  would  be  for 
doctors  to  become  the  prey  of  medical  reps 
and  the  latter  describing  it  as  stillborn.  The 
difficulties  and  expense  involved  were  also 
emphasised,  with  the  need  —  all  too 
familiar  to  pharmacists  —  to  keep  a  wide 
range  of  probably  infrequently-prescribed 
drugs  which  could  tie  up  substantial  capital. 
Also,  since  the  existing  route  of  distribution 
via  wholesalers  and  pharmacists  would 
undoubtedly  remain,  doctor-dispensing 
would  add  another  dimension  to  the  distri- 
bution infrastructure  and  increase  costs. 

Even  Health  Minister  Seehofer  supported 
pharmacists  in  this  instance,  saying  he 
wished  to  see  their  advisory  role  increased 
not  diminished,  and  the  dependence  of 


doctors  on  company  representatives 
reduced.  The  health  insurance  schemes  also 
declared  themselves  against  any  change  in 
the  traditional  separation  of  prescribing 
and  distribution  of  medicines. 

Faced  with  this  barrage  of  opposition, 
the  Panel  Doctors'  Association  then  said  its 
vote  had  been  misinterpreted  and  it  merely 
wished  to  extend  the  existing  practice  by 
which  its  members  are  allowed  to  give  out 
limited  amounts  of  drugs  during 
consultations. 

The  Association  cited  the  example  of  a 
newly-prescribed  antihypertensive,  where 
the  ability  to  prescribe  a  handful  of  tablets 
in  order  to  quickly  test  for  possible  side- 
effects  could  lead  to  substantial  savings  for 
the  health  insurance  schemes  in  dispensing 
fees  and  unused  medicines.  In  such  situ- 
ations, it  was  alleged  that  the  drugs  could 
be  ordered  direct  from  the  manufacturer, 
the  insurers  and  those  insured  could 
benefit  and  the  risk  of  GPs  exceeding  their 
drugs  budget  could  be  reduced. 

Unemployment 
rises  for  doctors 

The  number  of  jobless  doctors,  already  at 
an  all-time  high  of  15,000,  is  predicted  to 
rise  to  a  staggering  60,000  by  the  year 
2000,  according  to  the  German  equivalent 
of  the  BMA.  Although  18,000  doctors  retire 
each  year,  these  are  more  than 
compensated  for  by  the  flood  of  qualified 
doctors  leaving  the  medical  schools. 
Particularly  hard-hit  are  newly-qualified 
doctors  in  the  former  West  Germany  and 
women  doctors  in  the  previous  Eastern 
sector.  The  solutions,  according  to  the 
president  of  one  medical  organisation,  are 
more  job-sharing,  a  switch  to  other  allied 
fields,  such  as  healthcare  management, 
medical  journalism,  the  pharmaceutical 
industry,  and,  above  all,  a  drastic  reduction 
in  numbers  of  medical  students. 

It  seems  unlikely  that  these  students  will 
turn  to  pharmacy  in  the  present  climate. 
Four  hundred  more  pharmacists  were 
unemployed  in  September  1993  than  in 
1992.  The  latest  figure  of  1,306  pharmacists 
represents  nearly  6  per  cent  of  the 
profession.  The  rise  in  unemployment 
among  other  pharmacy  employees  last  year 
was  less  than  expected,  perhaps  because  of 
hopes  that  the  squeeze  on  profits  was  only 
temporary  and  a  switch  from  full-time  to 
part-time  staff  would  be  sufficient. 


Nevertheless,  the  number  of  jobless 
among  employee  pharmacists,  dispensing 
assistants  and  other  pharmacy  staff 
increased  by  50  per  cent.  With  a  rise  of  only 
0.2  per  cent,  the  total  number  of  pharm- 
acies in  the  former  West  Germany  was 
virtually  static  last  year,  but  the  number  in 
the  red  doubled. 

Pipe-dream 
pharmacy 

A  pharmacy  many  might  dream  of  has 
recently  opened  near  Kiel  in  northern 
Germany.  Torn  between  the  traditional 
"ethical"  nature  of  German  pharmacy  and 
the  current  necessity  to  expand  beyond 
their  usual  activities  in  order  to  survive, 
some  German  pharmacists  will  doubtless 
look  with  envy  and  wonder  at  the  Lion 
Pharmacy,  which  offers  the  15,000 
inhabitants  of  the  town  of  Preetz  a  total 
health  centre. 

The  Lion  Pharmacy  is  probably  unique  in 
the  whole  of  Germany,  as  its 
pharmacist-owner  has  combined,  on  several 
floors,  a  conventional  German  pharmacy,  a 
drug-store  supermarket  and  health  food 
shop,  a  perfumery,  a  surgical  supplies  and 
appliances  service,  and  meeting  rooms  for 
staff  and  self-help  groups. 

But  this  is  no  English-style  Boots.  Here, 
the  pharmacy  is  not  tucked  away  at  the 
back,  but  is,  in  all  senses,  the  very  heart  of 
the  establishment,  albeit  separated,  as 
required  by  German  law  (and  by  automatic 
glass  doors!),  from  the  other  areas. 

The  30ft  counter  in  the  spacious 
pharmacy  is  divided  into  small  sections  to 
prevent  other  customers  overhearing 
requests  for  advice  and  computer- 
supported  information,  and  other  areas  are 
set  aside  for  totally  private  consultations. 

Unlike  many  older-style  German 
pharmacies,  with  their  very  sober  and 
clinical  image,  here  there  are  colourful 
display  shelves  strictly  divided  according  to 
indications  behind  each  section  of  the 
counter,  with  only  a  few  of  the  most 
commonly  sold  preparations  tastefully 
arranged  on  show.  Notices  advertising 
blood  pressure  and  weight  checks, 
cholesterol  measurements,  pollen  count 
and  ozone  level  information,  and 
computerised  advice  on  vaccinations, 
homoeopathy,  etc,  are  placed  right  at  the 
entrance  to  trie  pharmacy. 

Upper  floors  of  the  building  are  devoted 
to  cosmetics,  perfumery  (traditionally  a 
separate  shop  in  Germany)  and  beauty 
treatment  rooms,  and  a  large  surgical 
appliances  section  (where  even  wheelchairs 
can  be  bought,  hired  or  repaired),  which 
has  direct  access  to  a  multi-storey  car  park. 

The  pharmacist-owner  is  fortunate  to 
have  no  competitors  in  these  areas 
(although  there  are  three  other  pharmacies 
in  the  town)  and  has  built  up  a  close 
relationship  with  the  local  self-help  group 
for  the  physically  handicapped.  He  took 
over  the  original  pharmacy  in  1961,  now 
employs  some  60  staff,  but,  astonishingly, 
not  a  single  computer  is  used  for  stock 
control! 


These  reports  come  from  a  correspondent 
with  acknowledgements  to  the  German 
pharmaceutical  Press:  Deutsche  Apotheker 
Zeitung  and  Pharmaceutische  Zeitung 
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IT'S 


Fixodent  is  the  best  selling  denture  fixative  in  the  US,  simply  because  it's  the  best  denture  adhesive  available. 
And  now  it's  about  to  move  off  your  shelves  just  as  quickly.  From  , our  research  we  found  that  90%  of  dentur 


Y 


I 


^1 


I 


wearers  don't  use  an  adhesive  simply  because  they  don't  know  of  the  benefits  of  using  one.  So  with  a  massive  : 
£1.5  million  TV  campaign,  (easily  more  than  the  total  spent  on  denture  adhesives  in  1993),  we're  aboutto  tell  1 


them.  In  addition  we're  also  sending  out  an  educational  information  pack  to  dentists.  There's  more.  We  have 
500,000  trial  sizes  available  for  your  stores  so  your  customers  can  try  for  themselves.  And  because  our 


adhesive,  available  in  47gforthe  cream  (£2.29)  and  30gforthe  powder  (£1.99),  is  premium  priced,  it  will  mean 
even  more  profits  for  you.  So  make  sure  you  order  plenty  of  stock,  because  you  won't  be  stuck  with  it  for  long. 


■ 

i 


not  to  buy? 


In  the  second  of  our  "Managing  to  survive"  series,  community 
pharmacist  Dr  Terry  Maguire  shows  what  clues  to  pick  up  from  the 
accounts  before  embarking  on  buying  a  business 


The  financial  information  of 
any  business  is  contained  in  its 
profit  and  loss  and  balance 
sheet  accounts,  as  shown  in  our 
first  feature  (C&D  April  9, 
p606).  When  buying  a  business 
or  seeking  funding  to  expand 
your  existing  business,  these 
accounts  will  give  you,  your 
accountant  and  your  bank 
manager  the  necessary 


Table  1:  Profit  and  loss  accounts 


1991 

1992 

1993 

Sales  NHS 

145,014 

161,618 

158,007 

Counter 

62,149 

69,266 

85,071 

Total  sales 

207,163 

230,884 

243,078 

Opening  stock 

26,157 

24,110 

27,684 

Purchases 

138,875 

156,268 

169,611 

165,032 

180,378 

197,295 

Closing  stock 

24,110 

27,684 

25,725 

Cost  of  sales 

140,922 

152,694 

171,570 

Gross  profit 

66,241 

78,190 

71,580 

Expenses 

Wages  and  Nat  Ins 

9,745 

16,057 

29,920 

Rent  and  rates 

5,213 

3,234 

1,760 

General  ins 

1,972 

2,583 

880 

Motor  expenses 

2,955 

4,264 

4,049 

Light  and  heat 

1,863 

1,586 

1,555 

Telephone 

1,863 

2,414 

1,804 

Replacement/renewal 

456 

1,024 

6,049 

Postage/advertising 

1,022 

1,413 

1,620 

Professional  subs 

1,253 

1,573 

1,537 

Accountancy 

412 

360 

540 

General  expenses 

3,513 

2,947 

1,851 

Depreciation 

3,167 

2,762 

3,399 

Locum  fees 

2,425 

1,030 

1,760 

Total  expenses 

35,859 

41,247 

56,724 

Net  profit 

30,382 

36,943 

14,856 

information  on  how  financially 
sound  it  is. 

In  this  article  you  are 
considering  buying  Mr 
Whitecoat's  business.  Your 
accountant,  Mr  Greysuit,  agrees 
to  meet  with  you  to  discuss  its 
accounts.  What  are  the  main 
questions  that  will  arise? 

Mr  Whitecoat's 
Pharmacy 

The  P&L  accounts  and  balance 
sheets  (Tables  1,  2,  3  and  4)  for 
Mr  Whitecoat's  pharmacy, 
covering  the  years  ending 
December  31,  1991  to  1993,  tell 
the  financial  story  of  the 
business. 

Mr  Whitecoat,  a  pharmacist 
in  his  mid-40s,  is  offering  his 
sole  business  for  sale.  He 
bought  the  pharmacy  in  1976. 

In  1991,  Mr  Whitecoat 
changed  his  car  and,  in  1992,  he 
bought  the  pharmacy  building. 
Both  these  items  are  identified 
in  the  balance  sheets  (Tables  2 
and  3)  as  they  are  classed  as 
expenditures  rather  than 
expenses. 

In  1993,  he  undertook  some 
major  renovations,  totalling 
£24,297  —  £6,049  as  repairs  and 
renewals  in  the  P&L  accounts, 
£10,760  in  the  balance  sheet 
accounts  as  additions  to  the 
shop  fixtures  and  fittings,  and 
£7,488  additions  to  the  building 
(Table  4). 

Both  the  building  and  fixture 
expenditures  will  be 
depreciated  each  year.  A  more 
detailed  assessment  of  the 
accounts  (Table  5)  will  allow 
you  to  develop  a  clearer  picture 
of  the  business. 


Mr  Greysuit's 
questions 

Why  has  there  been  a  drop  in 
gross  profit  in  1993? 

The  1993  P&L  accounts  show  a 
fall  in  gross  profit  compared  to 
1992  and  1993  despite  a  yearly 

Continued  on  pi  1 10 
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The  No.l  treatment  for  heartburn  is 
going  from  strength  to  strength1 


"When  your  customers  have  severe  or  frequent  symptoms  of  _^^on  <niwflai^IA8lErs 

heartburn,  give  them  new  Extra  Strength  Gaviscon  500  tablets.  •^-^JJ  - 

The  new  Gaviscon  500  OTC  dedicated  tablets  are  lemon  flavoured, 
a  taste  that  will  attract  new  customers  to  the  brand  according  to  consumer 
tests,  and  generate  extra  revenue  for  you. 

Remember  that  Gaviscon  relieves  the  pain  of  heartburn  in 
4  out  of  5  customers,^ 

So  if  they've  got  severe  symptoms  of  heartburn,  give  them  Keeps  acid  where  it  works, 

new  Extra  Strength  Gaviscon  500  lemon  tablets.  not  where  it  hurts 


Gaviscon  Essential  Information 

Product  Information.  Active  Ingredients:  Liquid  Gaviscon:  Sodium  alginate  BP  500mg,  sodium  bicarbonate  Ph  Eur.  267mg, 
calcium  carbonate  Ph  Eur.  160mg  per  10ml  dose  Gaviscon  500  Tablets  Algimc  acid  BP  5Q0mg,  sodium  bicarbonate  Ph.  Eur.  170mg, 
dried  aluminium  hydroxide  gel  BP  Killing,  magnesium  trisilicatc  Ph.  Eur.  25mg  per  tablet.  Gaviscon  250  Tablets:  Alginic  acid  BP 
250mg,  sodium  bicarbonate  Ph.  Eur.  85mg,  aluminium  hydroxide  gel  BP  50mg,  magnesium  trisilicatc  Ph  Eur.  12.5mg  per  tablet 
Indications:  Liquid  Gaviscon  &  Gaviscon  500  Tablets.  Heartburn,  including  heartburn  of  pregnancy,  dyspepsia  associated  with  gastric 
reflux,  hiatus  hernia  and  reflux  oesophagitis,  Gaviscon  250  Tablets:  Heartburn  and  acid  indigestion  Contra-  Indications:  None 
known  Dosage  Instructions:  Liquid  Gaviscon:  Adults  and  children  over  12:  10-20ml,  children  6-12:  5-10ml  liquid  after  meals  and  at 
bedtime  Children  undei  6  Not  recommended  Gaviscon  500  Tablets  Adults,  children  over  12  1  or  2  tablets  after  meals  and  at 
bedtime    Children  under  12  not  recommended   Gaviscon  250  Tablets:  Adults  and  children  over  12:  2  tablets  as  required  Children 


under  12:  Not  recommended.  Chew  tablets  thoroughly  before  swallowing  Note:  10ml  liquid  contains  6.2mmol  sodium  One 
Gaviscon  500  Tablet  contains  2.1  mmol  sodium  One  Gaviscon  250  Tablet  contains  1  02mmol  sodium  Both  liquid  and  tablet  forms  of 
Gaviscon  are  sugar-free  Retail  Prices:  Liquid  Gaviscon  100ml  £1.60,  200ml  £2.86,  Gaviscon  500  Tablets  12  £2.45,  Gaviscon  250 
Tablets  24  £1.95.  Product  Licence  Nos:  44/0058  Liquid  Gaviscon,  44/0140  Liquid  Gaviscon  Peppermint  Flavour,  44/0141  Gaviscon 
500  Tablets,  44/0103  Gaviscon  250  Tablets,  44/0143  Gaviscon  250  Lemon  Flavour  Tablets.  Legal  Category:  GSL  Method  of  sale: 
Through  registered  pharmacies  Holder  of  Product  Licences:  Retkitt  &  Colman  Products  Limited,  Dansom  Lane,  Hull  HUH  7DS 
GAVISCON  and  the  sword  and  circle  symbol  are  registered  trademarks    Date  of 

preparation:  25/1/94   References:  1.  Taylor  Nelson  Counterpoint  MAT  to  June  1993     n  b  wL+ 

1.  Chevrel  B.  (1980)  J  hit  Med  Res  8:  100    1  Ward  A  h  (1984)  Ht  /  <  im  ha.i  43:     KECKITT.A  COLM  AN 

(2)  Suppl.no.  52.  4  Williams  D  L  el  at.  (1979)  J,  for,  Mel  Res  7:551 


Table  2i  Balance  sheet  at  December  31,  1991 


Table  4:  Balance  sheet  at  December  31,  1993 


Fixed  assets 

Motor  car 

Fixture  and  fittings 


Intangible  assets 

Goodwill  at  cost 


Current  assets 

Cash  in  hand 
Cash  at  bank 
Trade  debtors/ 
payments 
Stock  in  trade 

Current  liabilities 

Creditors  and 
accruals 
Bank  loan 
Special  advance 
from  FHSA 


Net  current  assets 


Finance  by: 
Capital  account 

Balance  brought 

forward 

Add  net  profit 

Interest  received 

Deduct  drawings 

NBV  (Net  book  value) 
Dep  (Depreciation) 


Forward 

5,346 
10,032 


Addition 

4,854 
1,243 


Dep 

(2,040) 
(1,127) 


15,378       11,443  (3,167) 


NBV 

8.160 
10,148 
18,308 


8,000 
26,308 


192 
776 

24,296 
24,100 
49,364 


27,150 

3,888 

11,400 
42,438 


6,926 
33,234 


23,320 
30,382 
430 
54,132 
20,898 
33,234 


Forward 

31,642 
6,528 


Table  3:  Balance  sheet  at  December  31,  1992 


Fixed  assets 

Property  purchase 
Motor  car 
Fixtures  and 
fittings 


Intangible  assets 

Goodwill  at  cost 

Current  assets 

Cash  in  hand 
Trade  debtors  and 
prepayment 
Stock  in  trade 


Current  liabilities 

Bank  overdraft 
Bank  loan  account 
Creditors  and 
accruals 


Net  current 
liablities/assets 
Net  assets 

Financed  by: 
Capital  account 

Balance  brought 

forward 

Add  net  profit 

Deduct  drawings 


Addition 

31,642 


Dep  NBV 

31,642 
(1,632)  6,528 


Forward 

8,160 
10,148 

18,308      32,797      (2,762)  48,343 

8,000 


1,155      (1,130)  10,173 


56,343 

197 

30,672 
27,684 
58,553 


387 
26,760 

42,784 
69,931 


(11,378) 
44,965 


33,234 
36,943 
25,212 
44,965 


Fixed  assets 

Property 
Motor  car 
Fixtures  and 
fittings 


Current  assets 

Cash  in  hand 
Trade  debtors  and 
prepayment 
Stock  in  trade 


Current  liabilities 

Bank  overdraft 
Bank  loan  account 
Creditors  and 
accruals 


Net  current 

Net  assets 

Financed  by: 
Capital  account 

Balance  brought 

forward 

Add  net  profit 

Deduct  drawings 
Goodwill  written 
off 


Continued  from  pi  108 

increase  in  turnover.  This 
situation  generally  arises  due  to 
lWO  reasons: 

•  Competition  —  having  to 
lower  the  profit  margin 

•  Product  mix  —  selling  more 
products  that  have  a  low  profit 
margin,  eg  nappies. 

The  main  explanation  is  a  fall 
in  profitability  from  Health 
Service  prescriptions.  This 
pharmacy  generates  70  per  cent 
of  its  turnover  from  NHS 
dispensing  and,  in  common 
with  all  UK  pharmacies,  the 
business  had  experienced  a 
drop  in  gross  profit  from  this 
source  in  1993. 

Comparing  the  percentage 
profit  for  1991,  1992  and  1993, 
we  find  it  to  be  31.9,  33.8  and 
29.4  per  cent  respectively.  The 
4.4  per  cent  change  in  gross 
margin  between  1992  and  1993 
represents  £10,695  less  gross 
profit. 

Mr  Greysuit  is  under- 
standably concerned  that  you 
explain  this  fully.  He  is  not 
satisfied  that  the  fall  in  NHS 
gross  profit  is  sufficient  to 
explain  the  1992  to  1993  drop. 
He  will  then  consider  other 
issues  that  affect  gross  profit. 
Has  there  been  a  change  in 
pricing  policy  for  the  business? 
In  1992,  Mr  Whitecoat  supplied 
oxygen  to  five  patients  on  a 
regular  basis.  All  patients  had 
died  at  the  end  of  1992  and  in 
1993  the  domiciliary  oxygen 
element  of  the  business  fell 
away  to  near  zero. 

Oxygen  is  a  very  profitable 
aspect  of  dispensing,  taking 
into  account  the  additional  fees 


Addition 

7,488 


10,173  10,760 


Dep 

(1,306) 
(2,093) 


NBV 

39,130 
5,222 

18,804 


48,343       18,248      (3,399)  63,192 


116 

40,078 
25,725 
65,919 


6,388 
40,963 

12,300 
59,651 

6,268 

69,460 


44.965 
14,856 
59,821 
11,121 

8,000 
19,121 
40,700 


payable.  This  can  be  used  to 
explain  most  of  the  4.4  per  cent 
differential  in  gross  profit. 
Is  there  increased  competition 
in  the  area? 

In  late  1993,  a  Superdrug  store 
opened  within  walking  distance 
of  the  pharmacy.  Mr  Whitecoat, 
anticipating  the  competition, 
decided  to  have  a  "sale".  He  cut 
the  price  of  his  nappies  to  near 
cost  for  a  month  and  a  further 
10  per  cent  off  all  baby  goods. 

This  increased  customer  flow, 
but  reduced  gross  profit.  You 
will  need  to  consider  if  a 
further  reduction  on  counter 
margins  will  be  necessary  to 
compete  effectively  with  the 
newly-established  Superdrug. 
This  will  have  implications  for 
your  projected  cash  flow. 
Why  has  stock  holding  fallen? 
Mr  Whitecoat  has  undertaken  a 
major  refit  of  his  pharmacy  and 
this  has  included  a  reduction  in 
the  amount  of  store  space  and 
a  smaller  dispensary.  This  has 
allowed  a  more  efficient  stock 
level  and  it  is  doubtful  if  you 
could  make  any  additional 
reduction  if  you  take  over  the 
business. 

Why  does  Mr  Whitecoat  wish 
to  dispose  of  the  business? 

Mr  Whitecoat  is  in  his 
mid-forties  and  is  selling  the 
business  after  investing  heavily 
in  it.  You  must  ask  why  he  now 
wishes  to  sell. 

At  his  age,  selling  will  not 
provide  any  retirement  relief 
from  tax.  Is  there  something 
wrong  with  the  business? 

You  find  that  his  reason  is 
personal.  His  wife  became  ill  in 

Continued  on  pi  1 12 
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SAFEGUARDING 


AN  UNBORN  BABY'S 


HEALTH  IS  TOO  VITAL 

O^Cow you  can  AeJp  /oo. 

TO  GO  UNNOTICED. 

It's  essential  that  health  professionals  promote  the  importance  of  folic  acid  in 
helping  to  ensure  the  correct  foetal  development  of  the  neural  tube.  And  Lanes  - 
developers  of  Preconceive,  are  playing  a  leading  role  in  seeing  that  they're  well- 
informed  through  an  active  programme  of  support. 

Now  you  can  play  your  role  too  by  stocking  and  recommending  Preconceive. 
Preconceive  is  the  ideal  folic  acid  supplement: 

•  a  one-a-day  tablet  providing  400  meg  folic  acid,  the  strength  the  Chief  Medical 
Officer  recommends. 

•  competitively  priced  at  around  4p  per  day 

•  blister-packed  in  distinctive  cartons 

•  free  promotional  material  available* 

•  on-going  advertising  to  health  professionals  and  consumers  to  educate  and  inform. 
For  the  woman  who  wants  a  baby,  you  want  to  provide  what's  best  for  her  baby. 

And  folic  acid  supplements  don't  come  better  than  Preconceive  -  with  the  promise  of 
better  profits  for  you,  too.  Available  from  -1 
Dendron  Ltd,  42  Caxton  Way,  Watford      I  mk 

PRECONCEIVE         K  II 

Business  Park,  Watford,  Herts  •wwiw.i 
Tel.  0923  229251.  Stock  up  now' 

THE  IDEAL  FOLIC  ACID  SUPPLEMENT 

'For  a  copy  of  the  poster  (illustrated)  and  consumer  leaflets,  phone  or  write  to 
Dendron  Ltd  at  the  above  address. 


Table  5:  Financial  analysis  of  Mr  Whitecoat's 
Pharmacy  accounts  ,  1990-1993 
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Continued  from  pi  1 10 

1992.  He  employed  a  part-time 
pharmacist.  His  wife's  illness  is 
not  improving  and  he  has  now 
decided  to  retire  and  devote  his 
time  to  her. 

Not  identifying  a  genuine 
reason  for  selling  must  be 
viewed  with  suspicion.  Perhaps 
there  is  a  new  shopping  centre 
planned  that  will  severely  affect 
the  business,  or  the  local  GPs 
might  have  decided  to  relocate 
their  practice. 

Questions  for  Mr 
Greysuit 

Will  I  be  taxed  on  the  money  I 
use  to  buy  the  business? 

The  major  part  of  the  money 
used  to  buy  the  business  will 
probably  come  from  a  loan  — 
most  likely  from  the  bank.  This 
will  typically  be  paid  back  over 
7-10  years.  Tax  relief  will  only 
be  available  on  the  interest 
paid  on  this  loan. 

You  will  not  be  taxed  on 
personal  savings  or  "gifts"  of 
money.  You  will  have  paid  your 
tax  on  your  savings.  Money 
"gifted",  for  example,  from  a 
parent  or  a  rich  uncle  will  not 
be  taxed  up  to  £150,000. 

This  is  a  complex  area  and 
you  must  get  tax  advice  on  any 


money  gifted  to  you.  For 
example,  tax  may  be  due  on  the 
gift  if  the  person  making  it  dies 
within  seven  years  of  making  it. 
Will  I  only  be  taxed  on  the 
money  I  take  out  of  the 
business  for  my  personal  use? 
The  tax  due  for  the  business  is 
determined  by  the  net  profits 
earned,  adjusted  for  taxation 
purposes.  There  are  certain 
disallowable  items,  such  as 
entertaining.  Depreciation  is 
added  back  for  tax  purposes 
and  set  against  capital 
allowances  allowed  on  fixtures 
and  fittings. 

If  you  let  the  profit  sit  in  the 
business,  you  will  still  pay  tax 
on  it.  For  example,  if  you  make 
£50,000  net  profit  per  year  for 
four  years  and  only  spend 
£10,000,  you  are  taxed  on 
£50,000  per  year.  If  in  the  fifth 
year  you  only  have  a  net  profit 
of  £10,000,  but  decided  to 
spend  £60,000  (this  money  is 
lying  in  the  business),  you  are 
only  taxed  on  £10,000. 

There  are  two  types  of  tax  for 
businesses.  There  is  income  tax, 
which  you  pay  on  your  income, 
and  there  is  capital  gains  tax, 
which  is  tax  due  on  the  capital 
generated  in  the  business. 
What  should  I  pay  for  fixtures 
and  fittings,  and  goodwill? 
Fixtures  and  fittings  will  be 
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written  off  by  depreciation, 
usually  10  years. 

Goodwill  is  usually  written 
off,  but  this  cannot  be  claimed 
against  income  tax.  Mr  Greysuit 
will  suggest  as  little  as  possible 
for  fixtures  and  fittings,  and 
nothing  for  goodwill. 

Goodwill  is  an  intangible 
asset  representing  the  benefit 
for  the  purchaser  to  obtain 
future  earnings  from  the 
established  business.  It  is  a 
difficult  item  to  value  and  it  is 
ultimately  determined  by  the 
market. 

One  method  of  estimating 
the  "goodwill"  is  to  multiply 
line  18,  the  real  net  profit,  by 
three  to  five  (Table  5).  It  is 
accepted  that,  if  a  new  business 
opens,  it  would  take  three  to 
five  years  to  become  as  popular 
as  an  existing  business. 

As  limitation  of  dispensing 
contacts  remains,  pharmacies 
are  obtaining  premium  prices, 
therefore  we  would  be  justified 
in  estimating  the  maximum 
goodwill  value  of  five  years' 
real  net  profit  and  in  some 


cases  this  might  be 
conservative. 

Putting  this  more  realistic 
value  for  "goodwill"  (line  22, 
Table  5),  this  gives  a  clearer 
picture  of  what  return  is  being 
generated  from  the  real  value 
of  the  business. 

Conclusion 

This  business  is  profitable.  The 
return  on  capital,  even  when 
considering  the  real  capital 
value  of  the  business,  is  on 
average  1 1 .3  per  cent  over  the 
three  years  shown.  Few 
investments  would  produce  this 
degree  of  return  and  provide 
the  luxury  of  self-employment. 
Additionally,  you  have  the 
satisfaction  of  being  your  own 
boss. 

In  the  next  "Managing  to 
survive"  article,  we  look  at 
buying  a  pharmacy  and  sources 
of  funding. 
Dr  Maguire  is  course 
co-ordinator  for  the  Diploma  in 
Community  Pharmacy  at  the 
Queen's  University,  Belfast, 
Northern  Ireland 


Glossary  for  Table  5 


Average  stock  is  the  mean  of  the  opening  and  closing  stock. 
Manager's  salary  is  the  salary  Mr  Whitecoat  might  hope  to  earn  if 
he  was  employed  by  someone  else.  For  the  purpose  of  this  exercise, 
the  figure  should  be  increased  by  £1,000  per  year.  However,  in 
1993,  it  is  reduced,  since  Mr  Whitecoat  has  employed  the 
equivalent  of  a  half-time  pharmacist  to  allow  him  more  time  with 
his  wife.  Total  wages  includes  manager's  salary  (line  15)  in  the  total 
wages  bill.  The  implication  of  line  15  is  that  the  Real  net  profit  (line 
18)  is  actually  less  than  shown  in  the  P&L.  Capital  employed 
equates  to  the  Net  Assets  in  the  Balance  Sheet. 
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COMPETITION 


ing  holiday 


Heartburn  can  be  a  real  pain 
for  your  customers, 
particularly  when  it  strikes 
on  holiday.  Eating  and 
drinking  more  than  usual  is 
part  of  the  holiday  spirit,  but 
it  can  lead  to  the  misery  of 
heartburn  for  many  holiday 
makers. 

A  recent  Gallup  survey 
showed  that  70  per  cent  of 
sufferers  found  that 
overindulgence  in  food  and 
drink  was  a  prime  cause  of 
heartburn  ( 1 ),  so  it  is  no 
wonder  so  many  people 
suffer  -  often  when  abroad 
and  when  familiar  remedies 
are  not  always  available  in 
the  local  pharmacy. 

The  answer  is  to 
recommend  Gaviscon  to 
your  customers  when  they 
come  in  to  stock  up  with 
suntan  lotion  and  insect 


repellents.  Gaviscon  relieves 
heartburn  by  forming  a 
soothing  protective  layer  on 
top  of  the  stomach's 
contents.  This  helps  to 
prevent  acid  from  the 
stomach  flowing  back  into 
the  oesophagus,  keeping  acid 
where  it  works,  not  where  it 
hurts. 

Heartburn  is  not  caused  by 
excess  acid,  it  is  caused  by  a 
little  acid  which  has  escaped 
and  is  in  the  wrong  place. 
The  vast  majority  of 
heartburn  customers  do  not 
suffer  from  excess  acid. 

Clinical  studies  have  shown 
that  Gaviscon  stops  acid 
reflux  and  relieves  the  pain 
of  heartburn  in  eight  out  of 
ten  sufferers.  Relief  from 
symptoms  was  rapid  -  within 
15  minutes  -  and  the  effects 
continued  to  last  for  more 


than  four  hours  in  75  per 
cent  of  people  (2). 
Gaviscon  liquid,  both 
100ml  and  200ml,  sizes  is 
available  in  original  aniseed 
and  new  peppermint  flavour. 
Gaviscon  250  tablets,  which 
are  particularly  handy  for 
holiday  makers,  come  in 
both  lemon  and  peppermint 
flavour.  For  sufferers  with 
more  severe  or  frequent 
symptoms  of  heartburn. 


£200 

worth  of  Thomas  Cook 
holidaj  vouchers 


Gaviscon  500  Extra  Strength 
lemon  tablets  are  available. 
Because  Reckitt  &  Colman 
have  an  on-going 
commitment  to  the 
pharmacist,  Gaviscon  can 
only  be  purchased  through 
pharmacies. 


filow  lo  enler:  \\ 

■  If  you  would  like  to  win  £200  worth  of  Thomas  Cook 
]  vouchers  or  be  one  of  the  five  runners-up  with  a  £50 

■ vouchers  simply  circle  the  correct  answer  to  each  of  the 
three  questions  below  and  complete  the  entry  form  and 
send  it  to  Gaviscon  competition,  Chemist  &  Druggist, 
1  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge, 
U  KentTN9  1RW. 

1.  What  is  the  major  cause  of  heartburn? 

a)  Too  much  acid 

b)  A  little  acid  in  the  wrong  place 

c)  Not  enough  acid 


2.  How  quickly  have  heartburn  sufferers  reported 
relief  from  symptoms  with  Gaviscon? 

a)  15  minutes 

b)  1  hour 

c)  45  minutes 


3.  What  flavours  are  Gaviscon  tablets  available  in? 

a)  aniseed  and  peppermint 

b)  lemon  and  aniseed 

c)  peppermint  and  lemon 


Name. 


Pharmacy 


Addrt 


..Telephone. 


Utiles:  I)  The  details  shown  above  form  part  of  the  terms  and  conditions  of  this  competition.  2)  All  entries  must  be  shown  on  a  form  cut  from  this  publication. 
Incomplete  or  illegible  entries  will  he  disqualified.  3)  iliac  is  no  cash  alternative  for  any  of  the  prizes.  4)  All  entries  become  the  property  of  Reckitt  &  Colman  Products. 
5i  The  competition  is  not  open  to  the  employees  of  Reckitt  &  Colman  or  Benn  Publications  Ltd.  6)  Chemist  &  Druggist  and  Reckitt  &  Colman  Products  reserve  the  right 
to  use  any  submissions  for  future  publicity.  7)  Closing  date  July  3D,  /WV. 


References  I.  ( lallup  Omnibus  Report.  Heartburn/Acid  Indigestion.  April  1994.  2.  Chevrel.  li.  (1980)  .1  hit  Med  Res;  8;300. 


Computer  whizz 
kid  steps  down 
with  thanks  to  all 

I  would  like  to  express  my 
sincere  thanks  to  all  those  who 
have  continued  to  support  John 
Richardson  Computers  over  the 
past  12  years  or  more. 

Special  thanks  must  go  to  my 
staff  who,  over  the  years,  have 
helped  create  a  company  I  am 
proud  of  and  one  which  has 
retained  market  leadership  to 
this  day.  They  have  toiled 
relentlessly  to  ensure  that  users 
receive  the  best  possible  system 
and  service.  It  is  a  terrifying 
responsibility  to  realise  that 
some  3,000  pharmacies  are  now 
wholly  dependent  upon  the 
product  and  after-sales  services 
we  provide.  I  am  proud  of  the 
way  they  have  taken  on  this  task 
undauntingly,  handling  the 
most  difficult  situations  with 
politeness  and  a  genuine 
concern  for  users.  A  company  is 
only  as  good  as  its  staff. 

However,  in  order  to 
maintain  our  reputation,  retain 
market  leadership  and  ensure 
that  JRC  goes  from  strength  to 
strength,  it  now  needs  far  more 
than  my  greying  hair  and  ageing 
physique  can  offer.  To  this  end, 
over  the  past  12  months  or 
more,  I  have  had  to  prepare  for 
retirement. 

Speculation  regarding  the 
sale  of  JRC  has  been  rife,  and 
there  has  been  no  shortage  of 
offers.  Some  involved  us  being 
tied  to  a  particular  wholesaler, 
or  having  to  relocate  —  part,  or 
whole  of  JRC  —  to  another  part 
of  the  country.  Other 
prospective  buyers  lacked  either 
expertise  or  funds,  which  would 
have  meant  reducing  the 
workforce  or  cutting  corners, 
thus  reducing  the  quality  of 
service  our  users  are 
accustomed  to. 

Consequently,  it  is  with  a 
great  sense  of  satisfaction  that  I 
am  able  to  pass  over  the 
business  to  Taylor  Nelson  AGB 
pic,  who  will  be  dedicated  to  the 
ongoing  success  and  expansion 
of  JRC.  JRC  will  continue  to  be 
wholly  independent,  without  ties 
to  any  wholesaler,  yet  there  will 
be  adequate  financial  backing  to 
retain  existing  staff  and  services 
to  take  JRC  to  new  heights.  I  am 
confident  that  JRC  will  benefit, 
that  their  staff  will  benefit,  and 
their  users  will  benefit.  I  could 
ask  for  no  more. 

Thanks  must  also  go  to  my 
competitors  for  keeping  us  on 
our  toes  —  pharmacists  may 
find  it  surprising  that  although 
competing  fiercely  within  a  very 
limited  marketplace,  I  have 
enjoyed  a  warm  and  friendly 
relationship  with  most  of  my 
rivals.  My  special  thanks  to 
Simon  Driver  of  AAH,  Mike 
Sprince  and  David  Coleman  of 
Park  Systems  and  Mike  Hadley 
of  Hadley-Hutt. 


Most  importantly,  1  must  of 
course  express  my  deepest  and 
sincere  thanks  to  my  users,  both 
past  and  present.  Mention  must 
be  made  of  my  friends  in 
Northern  Ireland,  particularly 
Stephen  Simms  of  Sangers,  who 
has  helped  to  make  JRC  market 
leader  over  there.  Without 
everyone's  support  the  company 
would  not  be  what  it  is  today, 
and  I  trust  that  our  systems 
have  helped  make  pharmacists' 
daily  tasks  quicker,  easier  and 
more  rewarding.  I  hope,  too, 
that  their  customers  have 
benefited  from  the  service  they 
can  now  provide. 

I  have  been  privileged  with  a 
unique  opportunity  to  serve  my 
profession  and  its  members.  I 
can  only  conclude  by  reminding 
my  users  that  each  and  every 
one  of  them  have  played  their 
part.  Again,  I  thank  you  all. 

John  Richardson 

Former  chairman  and  chief 
executive,  John  Richardson 
Computers 


Glaxo  attacks  — 

misdirected 

energies? 

Recently  the  pharmaceutical 
Press  has  been  full  of  criticism 
of  Glaxo  Pharmaceuticals  and 
their  "10  as  9"  Zantac  deal  from 
pharmacists  who  seem  to  have 
some  long-running  grudge 
against  Glaxo.  I  cannot  speak  for 
others,  but  in  our  area,  I  believe 
Glaxo  have  done  more  for 
pharmacy  than  any  other 
company  I  can  think  of.  Glaxo 
have  contributed  a  lot  of  money 
towards  training  and  education, 
not  only  for  pharmacists  but  for 
pharmacy  staff.  Nationally,  they 
have  sponsored  various  projects 
and  have  allocated  considerable 
sums  to  universities  and  other 
institutions. 

Pharmacists  who  continually 
seem  to  criticise  Glaxo  need  to 
get  off  their  backsides,  approach 
their  area  Glaxo  pharmacy 
relations  executive,  and  look 
forward  to  working  with  them 
to  enhance  training  and 
education  for  both  pharmacists 
and  pharmacy  assistants. 

Some  might  argue  that  it  is 
the  pharmacists'  discount 
money  which  has  been  put  in  to 
sponsor  these  events,  but  that  is 
not  the  case.  Discount  received 
is  already  averaged  under  the 
discount  inquiry,  and  clawed 
back  by  the  Department.  What 
we  receive  from  Glaxo  is  taken 
back  by  the  Government  on  an 
average  basis. 

I,  for  one,  would  be  delighted 
if  Glaxo  abolished  all  discounts 
and  put  the  money  towards 
pharmacy  projects,  training  and 
education.  Obviously,  this  would 
need  careful  planning  so  that 
pharmacists  are  not  penalised  by 


way  of  the  Department  clawing 
back  discounts  which  have  not 
been  received. 

We  all  realise  —  and  I  am 
sure  Glaxo  do  too  —  that  their 
initial  mistake  lay  in  the  timing 
of  their  discount  policy. 
However,  let  us  not  adopt  a 
negative  attitude  but,  rather 
than  criticising  or  giving 
wooden  spoons  to  Glaxo,  let  us 
work  with  them  to  take 
pharmacy  forward.  Those  people 
who  know  me  know  that  I  do 
not  normally  praise  companies 
very  easily,  but  I  do  feel  that,  in 
this  case,  the  unfairness  of  the 
criticism  should  be  brought  to 
the  attention  of  your  readers. 


Ash  Aggarwal 

Sunderland 


Costing  out 
monitored  dosage 

I  am  writing  with  reference  to 
the  article  in  the  Over  the 
Counter  supplement  to  Chemist 
&  Druggist  published  on  May 
28,  headlined  "Monitored 
Doses".  While  agreeing  with  the 
general  thrust  of  the  article,  I 
would  make  the  following 
points: 

In  the  section  headed  "On  the 
down  side",  your  writer  makes 
the  sweeping  statement  that 
"Blisters  are  expensive  to  run". 
Comparative  to  what  — 
traditional  bottles  or  the 
cassette  type  of  system?  One 
must  assume  that  he  means  the 
cassette,  as  he  later  mentions  in 
the  same  section  that  "cassettes 
are  expensive  to  buy  in  the  first 
instance,  but  they  then  have  a 
very  small  running  cost". 

Let  us  investigate  this  claim 
further,  but  first  let  us  identify 
the  parameters  on  which  to  base 
the  argument.  I  must  declare  at 
this  stage  that  I  am  not  a 
pharmacist  and  therefore  do  not 
have  personal  knowledge  of 
pharmaceutical  practices. 

However,  I  have  made  myself 
aware  of  current  Royal 
Pharmaceutical  Society  Council 
guidelines  regarding 
pharmaceutical  packaging  in 
general  and  monitored  dosage 
systems  in  particular,  and  it  is 
on  these  that  I  shall  base  my 
argument. 

If  these  guidelines  tell  us  that 
we  should  not  re-use  a  plastic 
container,  then  one  must 
assume  that  the  inner,  plastic 
tray  of  a  weekly  cassette  is  being 
disposed  of  after  each  use.  That 
is  at  least  four  containers  per 
month,  at  whatever  cost.  Add  to 
this  that  tamper  evidence  is  not 
only  desirable  but  essential  in 
certain  establishments  and  you 
have  further  cost,  times  four  for 
the  month,  as  this  feature 
appears  to  be  optional  on  most 
cassettes. 

If  you  then  feel  that  a  barrier 


against  moisture  permeation 
might  be  a  good  idea  (as  dues 
the  Royal  Pharmaceutical 
Society.  "In  considering  the 
issue  of  stability  of  medicines 
stored  in  monitored  dosage 
systems  —  the  major  factor 
involved  was  moisture 
permeation."  Pharmaceutical 
Journal  January  1,  1994),  the 
cost  escalates  yet  again. 

What  of  cleaning  the 
cassettes?  Someone  has  to  do  it, 
don't  they?  Surely  there  must  be 
a  cost  implication  there,  if  only 
in  time  and,  as  we  all  know, 
time  is  money! 

Implicit  in  the  article  is  the 
assumption  that  cassettes  are 
re-usable  hut,  if  we  are 
complying  with  guidelines,  this 
would  appear  to  be  the  outer 
case  and,  like  perpetual  motion, 
even  this  re-use  is  finite. 

By  comparison,  the  totally 
disposable,  tamper-evident  and 
barrier-proofed  heat  sealed 
blister  type,  as  supplied  by 
Venalink,  has  all  these  attributes 
as  standard  for  the  current 
disposable  cost  of  18p  per  card. 
If  one  then  begins  to  compare 
cassette  costs  with  our  own 
seven-day,  multi-med 
compliance  pack,  at  19.5p 
disposable  cost,  then  the  cost 
comparison  is  totally  fatuous. 
With  all  of  these  benefits  being 
integral  to  the  card,  it  is  easy  to 
see  why  our  customers  claim  it 
is  the  most  pharmacy-friendly 
system  currently  available. 

If  this  points  anything  up  at 
all,  it  is  the  need  for  a  British 
standard  for  these  systems 
which  the  Royal  Society  is 
looking  to  implement  in  the 
near  future.  For  the  sake  of 
independent  pharmacy,  we  at 
Venalink  believe  it  can't  come 
soon  enough. 

John  Jones 

Sales  director,  Venalink 


Pricing  scripts 

Now  that  the  Department  of 
Health  has  clarified  the 
situation  about  GPs  giving  their 
NHS  patients  private 
prescriptions,  I  do  hope  that 
those  who  are  responsible  for 
producing  reference  sources  for 
GPs  will  include  approximate 
retail  prices  for  drugs. 

I  am  frequently  faced  with  a 
patient  with  a  private 
prescription  who  has  been 
quoted  a  trade  price  by  the  GP, 
and  they  are  understandably 
upset  when  I  dispense  their 
private  prescription  and  charge 
them  a  retail  price.  This  leaves 
me  looking  like  some 
extortioner,  and  does  nothing 
for  the  professional  image  of 
pharmacy. 

Christine  Glover 

Edinburgh 
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Business  news 


AAH  set  aside  £5m  for 
warehouse  shake-out 


A  £5  million  warehouse  mod- 
ernisation programme,  a  growing 
retail  chain  and  disappointing 
results  for  their  computer 
division  were  the  highlights  for 
AAH's  healthcare  operations  last 
year. 

These  were  announced  at  their 
annual  results  presentation,  when 
AAH  reported  a  sales  jump  of 
almost  15  per  cent  over  the 
whole  of  their  healthcare  in- 
terests to  £1.33  billion.  Op- 
erating profit  was  up  slightly  less 
to  £35.8m. 

The  company's  warehousing 
shake-up  should  be  complete 
within  the  next  two  years. 
Redundancy  packages,  the  cost 
of  carrying  surplus  properties 
and  installing  new  computerised 
equipment,  will  be  covered  by 
the  provision,  which  has  been 
made  at  group  level. 

During  the  year,  a  new 
warehouse  was  commissioned  in 
Leeds,  the  Romford  one  was 
modernised,  and  a  new  one  in 
Bristol  should  be  opened  in  a  few 
weeks  time.  This  takes  the 
number  of  automated  picking 
units  to  five;  they  will  handle 


Original 
Richardson 
company  still 
to  be  named 

The  company  originally  known  as 
John  Richardson  Computers  Ltd 
is  to  be  renamed  due  to  the  sale  of 
its  pharmacy  labelling  and 
Coversure  business  to  Taylor 
Nelson  AGB  pic  (C&D  June  18, 
pi  065). 

The  renamed  company  will 
continue  with  all  Epos  activities 
under  the  chairmanship  of  John 
Richardson,  who  will  retain  his 
original  shareholding  and  look 
after  company  strategy  and 
development. 

Positive  Solutions  Ltd  will 
remain  as  part  of  the  renamed 
company  group,  with  Philip 
Harvey  as  general  manager. 

Existing  Epos  staff  will  remain 
and  continue  to  develop  JRCPOS 
systems  for  sale  to  independent 
and  multiple  pharmacies.  The 
company  will  also  continue  to 
service  ex-Unipos  sites. 

This  information  was  not  made 
clear  last  week:  we  apologise  for 
any  confusion  caused. 


faster-moving  ethical  drugs. 
Some  warehouses  will  have  up  to 
65  per  cent  of  their  stock  picked 
in  this  way. 

The  second  stage  of  the 
restructuring  programme  is 
linking  these  to  smaller  bran- 
ches. The  smaller  branches  will 
not  all  be  shut  as  they  will  be 
needed  to  service  outlying 
pharmacies.  For  example,  Aber- 
deen customers  could  not  be 
serviced  effectively  from  their 
Glasgow  depot. 

The  satellite  branches  would 
handle  their  own  orders  in  the 
morning,  but  afternoon  orders 
would  then  be  sent  out  via  main 
depots. 

AAH's  wholesaling  operation 
brought  in  5.3  per  cent  higher 
sales  (£1.09bn)  which  generated 
operating  profits  of  £24. 8m,  up 
12.7  per  cent. 

A  slow  first  half  of  the  year  was 
attributed  to  losing  exclusive 
hospital  supply  contracts.  This 
was  accompanied  by  pressure  on 
OTC  business.  But  gross  sales 
moved  up  8  per  cent,  including 
turnover  attributed  to  Glaxo  and 
sales  to  their  own  retail 
pharmacies. 

Hillcross  own-label  generics 
also  did  well,  with  sales  up  30  per 
cent  on  last  year.  The  company 
hopes  to  give  this  side  of  the 
business  a  further  boost  with  a 
new  discount  structure  {C&D 
June  4,  p978). 

AAH's  wholesale  and  agency 


Pharmacy 
sales  fall  in 
May 

The  latest  CBI  retail  figures  for 
May  provide  sober  reading  for 
pharmacy. 

Sales  fell  compared  with  May 
last  year,  with  a  downturn  for  39 
per  cent  of  the  CBI's  panel  of 
pharmacists. 

Some  70  per  cent  of  the  panel 
say  sales  are  well  below  the 
average  for  the  time  of  year. 

Around  60  per  cent  of  those 
pharmacists  have  also  reduced 
the  volume  of  orders  placed  with 
suppliers,  and  they  regard  their 
volume  of  stocks  as  excessive  in 
relation  to  expected  demand. 

Again  some  29  per  cent  expect 
sales  to  fall  in  the  year  to  June 
with  orders  placed  likely  to  be 
reduced  further. 


distribution  in  Ireland  saw  gross 
margins  eroded  following  com- 
petition between  wholesalers. 
Out  of  a  £1 18.5m  turnover  in  a 
year  when  wholesaler  Cahill  May 
Roberts  was  purchased,  £3. 9m 
operating  profit  was  generated. 

AAH's  retail  interests  ex- 
panded by  77  shops  last  year, 
which  cost  the  company  £27m. 
This  lifted  the  year-end  total  to 
288  outlets,  including  70  fran- 
chises. A  further  14  shops  have 
been  added  since  the  end  of  the 
year. 

As  far  as  future  purchases  are 
concerned,  AAH  will  be  unlikely 
to  buy  shops  with  a  turnover  of 
less  than  £400,000  a  year. 

Turnover  in  the  retail  sector 
almost  doubled  to  £1 04.6m, 
£35m  of  that  from  new  shops. 
Operating  profit  rose  to  £7.3m 
from  £5.6m.  The  NHS:OTC  split 
moved  from  73:27  to  70:30, 
following  acquisitions  with  a 
greater  OTC  bias. 

The  company  is  investing 
£1.5-2m  in  EPoS  technology, 
with  15-20  systems  already  up 
and  running. 

Despite  disappointing  results 
in  the  company's  GP  computer 
systems  division,  AAH  Meditel, 
there  are  no  plans  to  sell  it. 

If  future  scripts  can  be 
transmitted  electronically  from 
GP  to  pharmacist,  the  company 
would  be  in  an  ideal  place  to  step 
in,  as  it  has  interests  in  GP  and 
pharmacists'  computer  systems. 


Glaxo's  chairman  Sir  Paul  Girolami 
is  retiring  on  November  18  this 
year,  after  nearly  28  years  with  the 
company.  He  transfers  his 
responsibilities  at  the  end  of  June, 
after  which  he  will  act  in  a 
non-executive  capacity  until 
retirement 


Boots'  expansion 

Boots  will  treble  the  size  of 
their  outlet  at  Liverpool  Street 
station,  London,  making  it  the 
largest  station-based  Boots' 
outlet  in  the  UK.  The  retail 
chain's  £1  million  investment 
in  the  new  store  is  possible 
now  that  Railtrak  have 
granted  them  a  new  21-year 
lease.  The  store  will  be  kept 
open  while  it  grows  from 
3,600-9,900  sq  ft  by  the  end  of 
August. 

Roche  in  Ireland 

Roche  Pharmaceuticals  have 
appointed  Allphar  Services  as 
their  Irish  distributor.  From 
July  1,  Allphar  will  distribute 
all  Roche  ethical  and  consumer 
health  products  to  wholesalers 
in  Ireland.  They  are  already 
agents  for  some  30  phar- 
maceutical companies. 

Wholesale  software 

Alpha  Microsystems  GB  now 
have  sole  rights  to  the  Sabre 
Wholesale  Order  and  Distri- 
bution System  (SWORDS)  on 
the  UK  mainland.  Northern 
Ireland  and  the  Republic,  after 
buying  the  remaining  shares  in 
Sabre  Business  Systems  Nl. 

Glaxo  face  patent 
challenge  on  Zantac 

Glaxo  are  facing  another 
challenge  to  their  Zantac 
patent,  this  time  it  is  from 
Novopharm. 

Eli  Lilly  core  areas 

US  company  Eli  Lilly  is 
shedding  its  non-drug  busi- 
nesses, and  is  making  an  initial 
public  offering  later  this  year 
for  a  new  medical  device 
company. 


Business 

rates 
shake-up 

Next  year's  business  rates  re- 
valuation will  bring  good  news 
for  pharmacists  in  London,  where 
rates  will  decrease,  and  to  the 
South  East,  where  the  rise  will  be 
less  than  10  per  cent. 

This  is  the  forecast  of  chartered 
surveyor  group  Gerald  Eve, 
which  has  produced  an  advice 
document,  "An  Occupier's  Guide 
to  Reducing  Rates"  —  telephone 
071-493  3338  for  a  copy. 

Next  year  sees  the  first 
evaluation  since  Uniform  Busi- 
ness Rates  were  introduced  four 
years  ago,  and  Gerald  Eve's 
document  forecasts  retailers  in 
the  South  East  will  benefit  at  the 
expense  of  those  regions  which 
have  fared  better  in  the  recession. 
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Time 
runs  out 
for  dry 


•••• 


••     IT    •  # 


cougficaps  >g 


(/pro  8  hours 

DRY  COUGH  RELIEF 


New  Contac 
CoughCaps, 

now  part  of  the 
Contac  range,  are 
unique  -  the  only 
capsule  that  tackles 
dry  coughs  for  up 

to  8  hours.  Each 
convenient  capsule 
contains  hundreds 
of  tiny  time  pills 
which  are  gradually 

released  to  give 
non-drowsy,  all-day 

relief  from  dry 
coughs.  Time's  up  for 
dry  coughs...  but  it's 
a  great  time  for  you 
and  your  customers. 


For  further  information  contact: 
House, Brentford, Middlesex  TW8  9E 
Telephone: 081  975  4014 


United  Drug  add  Smiths  to 
Ulster  portfolio 


United  Drug,  the  Dublin-based 
pharmaceutical  group,  have  ac- 
quired a  second  Ulster  wholesaler 
18  months  after  purchasing 
Sangers. 

This  time  it  is  Robert  Smith  & 
Co,  who  are  strong  in  the  north 
and  west  of  the  province  with  140 
customers. 

The  deal  has  cost  United  £1.75 
million.  The  total  consideration 


consists  of  £682,640  through  the 
issue  of  333,710  new  ordinary 
United  Drug  shares  with  the 
balance  in  cash. 

The  group  believes  Smiths  fits 
in  exceptionally  with  Sangers, 
Ulster's  largest  pharmaceutical 
wholesaler,  who  United  bought  in 
November  1992. 

"This  means  we  can  promise 
our  Northern  Ireland  customers 


Ignorance  of  staff  rights 
could  be  costly" 


Half  of  Britain's  small  business 
managers  are  flouting  the  law  by 
being  unaware  of  their  part-time 
staff s  protection  rights.  Further- 
more, a  third  have  not  issued 
written  contracts  to  their 
employees. 

These  are  two  of  the  major 
findings  in  an  independent 
survey  released  this  month  by 
business  publishers  CCH  Ed- 
itions. The  document  warns 
small  firms,  including  retailers, 
that  their  ignorance  could  be 
costly. 

CCH  found  that  the  recession 
has  seen  full-time  staff  holding 
their  jobs,  with  part-timers  and 
casual  labour  being  laid  off. 

However,  the  researchers  pre- 
dict that  as  small  businesses 
recover  it  will  be  part-time  staff 
who  will  be  increasingly  in 
demand,  but  their  managers  need 
to  swot  up  on  their  rights. 

Half  of  CCH's  sample  of  50 
Midlands'  small  company  bosses 
were  unaware  of  a  latest  House  of 
Lords  ruling  giving  rights  to 


part-time  staff  working  eight 
hours,  not  16  as  previously. 

Other  rulings  little  known  to 
small  businesses  include: 

•  part-time  women  employees 
can  now  claim  the  right  to 
statutory  redundancy  pay  after 
two  years,  not  five  as  before 

•  all  employees  with  a  month's 
employment  working  eight  hours 
a  week  are  entitled  to  written 
terms  and  conditions  (the  re- 
search found  that  only  65  per 
cent  of  small  operators  draw  up 
such  documents) 

•  there  is  no  limit  on  com- 
pensation to  be  awarded  in  sex 
discrimination  cases. 

The  survey  says  there  is  "a  lack 
of  trust"  between  the  managing 
director  and  his  employment 
manual,  claiming  a  manager  will 
instinctively  reach  for  the  phone 
number  of  the  company  solicitor 
when  in  doubt.  The  CCH 
Employment  Manual  is  available, 
priced  £99,  from  CCH  Editions, 
Telford  Road,  Bicester,  Oxon  0X6 
OXD(tel:  0869  253300). 


Advance  information 

Hadley   Hutt   Computing  are 

holding  their  Midlands  Roadshow 
on  June  26,  at  the  Forte 
Posthouse,  Birmingham.  Further 
information  from  the  sales 
department,  tel:  0905  795335. 
Management  Forum  have 
arranged  a  seminar  on  "Barrier 
Technology"  on  June  28  at  the 
Forte  Crest  St  James's  Hotel,  81 
Jermyn  Street,  London  SW1.  For 
further  details,  tel:  0483  570099. 
The  European  Pharmaceutical 
Alliances  is  holding  a  conference 
on  June  28-29,  "Opportunities 
for  Growth",  at  the  Crown  Plaza, 
Holiday  Inn,  Heathrow.  Details 
from  Debbie  Lock,  ICM,  tel:  0483 
37557. 

National  Pharmaceutical  Assoc- 
iation is  holding  a  one-day 
conference  on  June  28  at  the  Law 
Society.  "The  Relationship 
Between  Drugs,  Crime  and 
Possible  Solutions".  Opening 
address  by  Home  Secretary,  The 
Rt  Hon  Michael  Howard  PC,  MP. 
The  Centre  for  Medicines 
Research  is  holding  its  annual 
lecture  and  dinner  at  the  Royal 


College  of  Physicians,  11  St 
Andrew's  Place,  Regents  Park, 
London  NW1,  on  June  28,  6pm. 
"The  Evolution  of  Clinical 
Evaluation:  ICH  and  Other 
Influences".  Speaker:  Dr  Robert 
Temple,  Director,  Office  of  Drug 
Evaluation  1,  Food  and  Drug 
Administration,  USA.  Further 
details  from  Gill  Hepton,  CMR, 
tel:  081-643  4411  ext  296. 
SMi  health  groups  are  holding  a 
two-day  conference  on  July  4-5, 
at  The  Park  Lane  Hotel,  London. 
For  further  information,  tel: 
071-471  7790. 

IBC    Technical    Services  are 

holding  a  three-day  workshop 
course  on  July  6-8,  at  the 
University  of  Wales  College  of 
Medicine,  Cardiff  on  the  subject 
of  "Wound  Healing". 
Information  from  Caroline 
Elliott,  IBC  Technical  Services, 
tel:  071-637  4383. 
The  Royal  College  of  Psychia- 
trists' annual  meeting  will  be 
held  on  July  6-9,  at  the  University 
College,  Cork,  Ireland.  Details 
from  Deborah  Hart,  tel:  071-235 
1935. 


coverage  of  two,  or  even  three 
deliveries  a  day,"  said  Stephen 
Simms,  a  director  of  United  and 
managing  director  of  Sangers. 

"Smiths  fits  very  well  with 
Sangers  and  between  them  we 
now  have  508  customers  in  the 
province,"  he  continued. 

United  have  bought  a  business 
which  had  a  turnover  of  £11.3m 
for  the  year  to  March  31,  with 
pre-tax  profits  at£191,000.  Assets 
for  Robert  Smith  &  Co  amounted 
to  £1.5m. 

An  investment  of  £250,000  in  a 
computer  system  to  link  United's 
companies'  systems  is  being 
planned  to  come  into  operation 
in  the  Autumn.  It  will,  Mr  Simms 
claims,  improve  stock  coverage 
and  service  from  the  group. 

"When  it  came  to  investment, 
we  found  United  Drug's  half-year 
results  very  pleasing,"  says  Mr 
Simms,  "and  this  acquisition  is 
basically  a  strengthening  of  our 
hand  in  the  North. 

"People  will  get  a  better  quality 
of  service  from  this  purchase." 

Robert  Smith  &  Co  will 
continue  to  retain  a  separate 
identity  and  managing  director 
Richard  Smith  continues  in  his 


Duracell 
copycat 
warning 

Duracell  have  warned  stockists  to 
be  on  the  look-out  for  poor 
quality  imitations  of  their  batt- 
eries from  the  Far  East.  The 
company  is  asking  any  trader 
offered  the  counterfeit  product  to 
get  in  touch  via  a  hotline  phone 
number  (0293  517527  ext  5238). 

The  cheaper  "copycat"  pro- 
ducts look  like  the  genuine 
article,  but  on  closer  inspection 
differences  in  the  wording  of  the 
packs  give  the  fakes  away. 

On  the  front  of  Duracell 
battery  packs  the  Far  East 
imitations  have: 

•  below  the  logo  "World's  No  1 
Alkaline  Battery"  instead  of  the 
authentic  product's  legend,  "Up 
to  six  times  longer  life" 

•  on  the  right-hand  side  the  word 
"expiry"  instead  of  "install  by" 

•  the  phrase  "four  alkaline 
batteries"  instead  of  sizing  codes. 

The  differences  continue  on 
the  back  of  the  packs  with  no 
kitemark  present  in  the  fakes, 
together  with  no  UK  battery 
safety  code. 

Duracell  say  the  copycat 
products  may  well  leak,  give  poor 
performance,  and  have  mercury 
levels  exceeding  EC  guidelines. 


Pharmacies  exempt  from 
six-hour  Sunday  limit 


Pharmacies  are  to  be  exempt 
from  the  six-hour  limit  on 
Sunday  trading  which  is  to  apply 
to  supermarkets  and  other  large 
stores. 

This  was  decided  by  the 
Commons  on  Tuesday  when  MPs 
completed  consideration  of  am- 
endments made  to  the  Sundav 


Trading  Bill  by  the  House  of 
Lords. 

MPs  rejected  proposals  by  the 
Lords  that  the  six-hour  limit 
should  not  apply  to  garden 
centres  and  DIY  stores.  The  Bill 
now  returns  to  the  Lords  and  is 
set  to  become  law  before 
Parliament  adjourns  in  Julv. 


Photo  film  sales  falling 


Consumers  are  using  their 
cameras  less  often  and  buying 
fewer  films  than  they  have  done 
for  several  years,  according  to 
market  researchers  Mintel. 

Saturation  point  for  camera 
ownership  —  three  out  of  four  of 
us  personally  own  one  —  and 
fewer  social  occasions  when  we 
would  use  one  have  led  to  people 
being  more  apathetic  about 
getting  behind  a  camera  shutter. 

"The  decline  in  the  number  of 
weddings  has  had  an  impact  on 


the  number  of  photographs 
taken,"  says  Mintel's  leisure 
analyst  Patrizia  Neviani-Aston. 

The  survey  also  found:  14  per 
cent  blame  their  camera,  saying  it 
is  a  poor  one;  one  in  three  are  not 
using  their  camera  because 
processing  is  too  dear;  and  a 
forgetful  22  per  cent  claim  they 
would  do  more  photography,  if 
only  someone  would  remind 
them  to  take  their  camera. 

Ring  Mintel  on  071-606  4533 
for  further  details. 


Coming  events 


Trade  show  first  for  Barclay 


Barclay  Enterprise  are  holding 
their  first  trade  show  at  Trent- 
ham  Gardens,  Staffordshire  on 
July  10. 

Nearly  60  manufacturers  will 
present  products,  special  deals 
and  competitions  on  generics  and 


over  the  counter  products. 

A  buffet  is  provided  and  visitors 
can  enjoy  the  leisure  park 
facilities  such  as  clay  pigeon 
shooting  and  the  fun  fair.  Details 
from  Jeff  Poole  (tel:  0782 
784444). 
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Now  I'm  handing  out  smiles 
with  their  prescriptions  . . . 

and  increasing  my  profit,  thanks  to  hJoritsu 


The  freedom  to  share  in 
a  growing  business  .  .  . 

NORITSU 

NORITSU  (UK)  LIMITED 

"THE  IMAGE  MAKERS'' 


Thinking  of  operating  your  ow  n  profitable  minilab 
photo  processing  business?  Don't  lie  yourself  up  in  a 
deal  you  might  regret'  Talk  with  the  world  leader  in 
minilabs  ...  Noritsu  ...  No.  I  in  some  130  countries 
around  the  globe,  including  the  UK. 

W  ho  better  to  advise  you  on  all  aspects  of  the 
business  -  from  a  feasibility  study  and  a  business 
projection  to  the  ideal  machine,  fixtures  and  fittings, 
and  marketing.  f^S 


.,  QiilSOl 


lie  offer  the  widest  range  of  machines  on  the  market 
to  suit  the  smallest  to  the  largest  operation.  And  our 
QSS  ( >ne  Hour  Photocentre  package  is  also  available  to 
provide  you  with  a  modem,  quality  image  tailored  to 
your  exact  needs  at  an  unbelievably  low  cost  and  you 
are  still  guaranteed  complete  flexibility  in  running 
your  business  -  with  our  full  support  when  you  need  it. 

No  one  is  more  flexible  than  Noritsu. 


AS  FLEXIBLE  AS  YOl  NEED 
TO  FIND  OUT  MORE,  CALL 

0908  371100 


SHERBOURNE  DRIVE,  TILBROOK,  MILTON  KEYNES,  BUCKINGHAMSHIRE,  MK7  8BG  Tel:  (0908)  371  100  Fax:  (0908)  371  270 
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APPOINTMENTS 


R.  W.  UNWIN  &  CO.  LTD. 

Pharmaceutical  &  Fine  Chemicals  and  Chemical  Intermediates 

SALES/MARKETING  EXECUTIVE 

Sales/Marketing  Executives  with 

experience  in  selling 
Pharmaceutical,  Fine  Chemicals 
and  Intermediates  in  bulk  in  UK, 
with  knowledge  of  Import 
Procedures. 

Salary  negotiable,  Company  Car, 
Free  Pension  and  Private  Medical 
Insurance. 

Apply  in  confidence  to  the 
Managing  Director 

R.  W.  Unwin  &  Company  Limited 

Prospect  Place 

Welwyn 

Herts  AL6  9EW 


EXPERIENCED 
ASSISTANT 

required  for  busy  retail 
pharmacy  in  Darlington. 

Tel:  0325  462394  (day) 
CIS!  584  4141  (eve) 


NEWBRIDGE/ 
MERTHYR  TYDFIL 

Pharmacist  Managers  for 
the  above  branches  are 

required  to  start 
August/September  94. 
Salary  by  negotiation. 

Newly  registered  welcome. 

Contact  David  Pearn  on 
0495  248919  or 
Mobile  0831  558028 


Looking  for  a  career  in  community  pharmacy? 
We  require  newly  registered  and  experienced 

PHARMACISTS 

To  join  a  progressive  group  based  in  Norfolk  &  Suffolk 


Norwich 


We  have  vacancies  for: 
»  Great  Yarmouth  •  Needham  Market 


Benefits  include: 

'  Excellent  salary  (company  car  available) 

•  RPSGB  fees  paid 

'  Company  bonus  scheme 

*  Management  training 

'  Modern  computerised  premises 
'  Full  professional  support 

As  we  are  continuing  to  grow  we  need  individuals  with  potential  to 
become  managers  providing  levels  of  pharmaceutical  care  to  a 
high  professional  standard.  If  you  can  be  a  positive  asset  to  us 
please  apply,  in  writing,  enclosing  a  cv  to: 


Miss  Julie  Durrant,  F.S.C.  Andrews  Limited,  156  King  Street, 
Great  Yarmouth,  Norfolk  NR30  2PA  or  ring  for  information 
Tel.  Miss  Julie  Durrant  0493  668097  daytime  or  0603  663964 
evenings  or  Mrs  Katy  Stone  0493  843445  daytime. 


COMMUNITY 
PHARMACY 

Locum  and  Permanent  Posts 

Friendly,  personal  service  that 
brings  the  right  pharmacists 
and  community 
pharmacy  posts 
together- 


KENT 


Newly  qualified/experienced 
long  term 


LOCUM/MANAGER 

required.  5-5%  day  week. 

4  weeks  holiday. 
Accommodation  and  good 
salary  to  the  right  applicant. 


Please  telephone: 
0303  259414 


Experienced 
Dispenser 

required  for  busy  retail 
pharmacy  in  Woodley, 
Reading,  Hours  by 
arrangement. 

Telephone:  0734  441036 


WORCESTERSHIRE 
Part  Time  Pharmacist 

2-3  days  per  week  for  two  busy 
pharmacies.  Excellent  support- 
ing staff,  PMR  systems,  pleasant 
working  conditions. 

Phone  0386  446244 
after  7pm 
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AGENTS 


W1THAM  —  ESSEX 

Pharmacol  Mjna<er  required  fur  Cummuniiy  phjrmjn 
whith  lb  pjn  ill  j  muiliple  We  oiler 

porting  mjII  live  djv  wrck/lour  »rtks  j^nujl  holiday/ 
minimum  paperwork/excelled!  ^Ijr\  pjekj^e  ulfered 
10  ihe  ri<hi  t  jndidjie  tommememeni  jround  mid- 
lulv 

Please  jpplv  in  wriiinij  lo  Mr  Valji  c  o  Bela  Pharmacy 
5  8road*av  Silver  End  Wiihjm  Ess*,  CMH  1RG  or 
lei  11)75  '5H!71-I/'>K4»)d 


LONDON  N.W.  Pharmacist  required  for 
easily  run  pharmacy.  Minimal  paper- 
work Salary  negotiable.  For  further 
details  please  phone.  Tel:  081  453  0504 
(day).  081  203  5180  (eve). 

LONDON  -  NW1.  Manager  with  retail  & 
dispensing  experience  required  to  help 
develop  this  branch  into  a  highly 
successful  community  pharmacy.  Good 
basic  salary  +  bonus  Ring  Tel/Fax:  07 1  - 
485-2159  or  Fax  your  CV 


LPC  (Pharmaceuticals) 
Ltd 

Luton,  Beds  and  Abingdon,  Oxon. 

Enthusiastic  Manager  to  manage 
community  pharmacy  Good  support 
staff,  conditions  and  salary  plus  bonus 
sche  me  Job  sharing  considered 
Newly  registered  invited  to  apply 
Please  contact:  Mrs  Frances  Mitchell 
2  Covent  Garden  Close, 
Luton  LU4  8QB 

Tel:  0582  560393 


SITUATIONS  WANTED 


!!  IMPORTANT  NOTICE  !!  Need  a 
break/time  off  but  sick  of  lazy  locums! 
Then  book  with  confidence,  very  experi- 
enced locum,  senior  management  experi- 
ence, computer  and  staff  friendly1 
Telephone  0724  863296/0850  853504. 


AGENTS 


Weleda(UK)  Ltd 

Manufacturers  of  Anthroposophic  and  Homoeopathic 
Medicines  and  Skincare  products. 

We  are  expanding  our  activities  and  require 

Sales  Agents 

throughout  the  UK  to  call  on 

Chemists 
Health  Food  Stores 
Department  Stores 
Garden  Centres 
Gift  Shops 
Baby  &  Nursery  Shops 
Pet  Shops 

Please  send  brief  written  details  including  geographical  area 
covered,  outlets  called  on  and  companies  currently  represented 
to: 

Peter  Delves,  Field  Sales  Manager,  Weleda  (UK) 
Ltd,  Heanor  Road,  Ilkeston,  Derbyshire  DE7  8DR 

Applications  required  before  31st  July  1994. 

Please  do  not  apply  unless  Weleda  can  become  your  number  one  agency 


AGENTS  WANTED 

Agents  required  for  natural  health  and 
aromatherapy  products.  Significant 
commission  most  areas. 
Apply  in  the  first  instance  to: 
SUMMERSBY  PRODUCTS 
Winsor  House,  Lime  Avenue,  Torquay,  Devon  TQ2  5TL 


AGENTS  WANTED 

Calling  on  Chemists,  Health  Shops,  Drugstores  — 
All  areas  (except  London),  in  particular  Midlands 
and  North.  Excellent  range  of  products. 

Tel:  081  883  1009 
Maddox  Health  &  Beauty 


BUSINESS  WANTED 


ALLIANCE  VALUERS  & 
STOCKTAKERS 

Telephone  Harrogate  (0423)  531571 


■ 


Following  our  recent  large  number  of 
successful  sales  and  to  meet  demand  from 

genuine  keen  purchasers  with  funds 
available,  we  urgently  require  high  quality 
pharmacies  in  most  areas,  particularly  Surrey 
and  North  East  England. 


COURSES 


Residential  Course 

RESEARCH  METHODS  FOR 
PHARMACY  PRACTICE 
Sept.  26-Sept  30  1994 
Rodney  Lodge,  Grange  Rd,  Clifton,  Bristol 

The  Pharmacy  Practice  Research  Resource  Centre 
(PPRRC)  in  conjunction  with  the  School  of  Advanced 
Urban  Studies  (SAUS)  at  the  University  of  Bristol,  has 
organised  a  five  day  residential  research  methods  course, 
specially  designed  for  pharmacists. 
For  further  information  and  an  application  form  please 
contact  the  Centre  on  061  275  2415 


INFORMATION 


RESEARCH  PROJECT  PACK  2 

PRESCRIF1 SON  CUSTOMER 
SI Si  IRVEY 

The  Pharmacy  Practice  Research  Resource  Centre  has  produced  a 
Prescription  Customer  Needs  Project  Pack  which  is  the  second  in  the  series 
of  'Step  by  Step'  guides  to  research. 

The  Pack  is  for  Community  Pharmacists  interested  in  conducting  their  own 
practice  research.  The  survey  indicates  aspects  of  the  prescription  service 
which  your  customers  value  and  what  areas  you  could  prioritise  for  your 
pharmacy. 

The  Pack  contains: 

*  Survey  Workbook; 

•k  Free  data  analysis  software  (on  request) 

+  Survey  Materials. 

FOR  A  FREE  COPY  Tel:  061  275  2432  or  write  to  PPRRC,  Dept  of 
Pharmacy,  University  of  Manchester,  Oxford  Rd,  M13  9PL 
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LOCUMS 


PHARMACY  COMPUTER  SYSTEMS 


Provincial  Pharmacy 
Locum  Services 


We  have  over  3,000  pharmacists 
registered!  Plus  expenence  of  handling 
over  100,000  bookings  NATIONWIDE! 

OUR  BUSINESS 


to 


EDINBURGH 
031  2290900 


Place  your  locum  problem  in  the 
hands  of  our  experienced  co-ordinators 
We  will  inform  you  the  moment  cover 
is  found  We  leave  you  to  get  on 
with  doing  what  you  do  best, 
running  your  business. 

PLEASE  CALL  NOW! 


i  NEWCASTLE 
091  2330506 


MANCHESTER 

061-76640131 

I 


SHEFFIELD 
0742  699937 
1 


FRANK  G  MAY 
&  SONS 

Maidstone 
0622  754427 

The  locum  agency  in  the 
South  East.  Booking  fee  only 
£  1 0  per  day.  No  fee  to 
locum.  New  locums 
welcomed. 


HF.RNE  BAY  -  KENT.  Pharmacist 
locum  required  on  some  Saturdays  &/or 
some  Sundays.  Please  telephone  us  on 
0376-520052  or  0763-248440  anytime. 

SATURDAY  LOCUM  required  in 
Rayleigh.  9am- lpm,  Phone  0268 
771703. 


EAST  KENT  I  am  updating  my  list  of 
locums  covering  this  atea  —  whether 
Saturday/odd  days/regular/short  term/ 
long  term.  Please  phone  0304-206122. 


BE  A  T  THE  COMPETITION 
'    without  magic 

THE  PROPHET  2000  -  EPOS 

An  Economical  Electronic  Point  of  Sale  computer  system  with 
counter  intelligence  Many  new  features  at  a  pnee  you  can  afford 
and  should  recover. 

THE  ALCHEMIST  3000  -  PMR 

'fhe  popular  dispensary  computer  system  with  all  you  want  and  yet 
is  still  easy  to  use.  With  Alchemist  you  can  have  an  excellent 
quality  system  without  paying  through  the  nose  -  special  upgrade 
prices  also  apply 

Individually  they're  unique 
Put  them  together  and  prepare  to  be  amazed. 

If  you  are  currently  paying  too  much  maintenance  we  can  help 
Example  -  a  year's  complete  cover  for  Alchemist  is  only  £340 


CHEMTEC  SYSTEMS  LTD 

Specialising  in  Pharmacy  Technology 


Tel:- 
0772  -622839 


PRODUCTS  AND  SERVICES 


PHARMACY  COMPUTER  SYSTEMS 


PACE  ftefa 


LABELLING 
SYSTEMS 


THE  BETTER  LABELLING  & 
RECORD  SYSTEMS 


•  Faster 

•  Guaranteed  Security 

•  More  Features 


•  Simpler 

•  Free  Credit 

•  Low  Price 


No  one  has  more  experience. 
Don't  buy  without  first  seeing  a  Pace  Beta 
demonstrated  in  YOUR  pharmacy 
•  Available  for  one  months  trial 
For  details  and  a  free  demonstration 
Telephone:  061-941  7011 
37  Stamford  New  Road,  Altrincham  WA14  1EB 


Three  Items  For  A  Total  Cure! 


PILLS  -  Patient  Medication  Records 
CheckOut  -  POSHH  EPOS 
Ob-serve  -  Book  keeping  package 

Hadley  Hutt  Computing  Ltd, 
George  Bayliss  Road, 
Droitwich, 
Worcs.  WR9  9RD 
Telephone:  0905  795335 
Fax:  0905  795345 


PHDMIIII  [l 
CHECKOUT 


rnivwu  i  wi  i  rn 


OWN  YOUR  OWN 
PHARMACY 

No  strings  attached. 


Finance  the  purchase  of  a  new 
pharmacy  or  re-finance  an  existing  loan 
-  with  no  trading  ties. 

Numark  has  negotiated  competitive 
terms  from  )oint  Stock  Banks  to  provide 
attractive  financing  deals  to  independent 
pharmacists. 

For  full  details  of  the  scheme  and  an 
application  form,  you  are  invited  to 
contact  the  address  below. 


Finance 

Keeping  independents  independent 


ft  A  L  8  It  O  O  K 


Retail  Services  Department,  Numark  Management  Ltd., 
5/6  Fairway  Court,  Amber  Close,  Tamworth,  Staffs  B77  4RP.  Tel:  0827  69269. 
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SHOPFITTINGS 


Specialists  in  Pharmacy  Planning 


FREE  PLANNING,  QUOTATIONS  & 
MERCHANDISING  ADVICE 

0602  42042 1 

design,  installation,  service 

U  K  Agent  for  SYSTEMMEP  and  C0L0URBOX 

MEP  House,  Croydon  Road,  Radford,  Nottingham  NG7  3DS 


The  Complete  Shopfitting  System 


PRODUCTS  AND  SERVICES 


VIDEO  SECURITY 


9 


FROM  ONLY 

£245 

FREEPHONE 


„   0800  393843 

E3  for  our  latest  catalogue  S 
FASIT  SECURITY  LTD 

The  UK's  leading  supplier  of  low  cost  easy  to  install  video 
surveillance  systems  for  independent  retailers. 


Businesslink 

A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


EXCESS  STOCK 


TRADE  LESS  50%  -  60  Convatec  S297. 10 

Convatec  S850,  5x15  Hollister  3554.  Tel: 

071-262  4860. 
TRADE  LESS  25%+VAT+POSTAGE  - 

Clucophage  850mg  10x56.  Tel:  0268 

794449  or  081-446  7624. 
TRADE  LESS  40%+VAT+POSTAGE  - 

Surgicare  $261x30.  S242xl0,  S100x5, 

S203x6,    S210x2,    Hollister  7036x60. 

2119x30.  Welland  S1710x30.  Tel:  0923 

825753. 

TRADE  LESS  50%+VAT  -  Ismo  retard 
5x28,  Cedocard  retard  120,  Propaderm  A 
ointment  30g  (exp  6/94),  Aureomycin 
cream  3%x.30g  (exp  6/94).  Climaval  2mg 
2x28  (exp  9/94),  Muripsin  tabs  2x50  (exp 
8/94),  Bard  Uriplan  catheters  DT2268 
10chx8,  Tel:  0502  572603. 

TRADE  LESS  50%  -  Histamine  50mgx200 
(exp  1 1/94),  Tolectin  200mg,  Orudis  sup- 


pos  (exp  12/95).  Tel:  0482  54260. 

TRADE  LESS  30%+VAT+POSTAGE  - 
Surgicare  system  2, 4x10  S240. 4x5  S352, 
3x30  S260.  Tel:  071-607  3081. 

TRADE  LESS  15%+VAT  -  Tenormin 
lOOmg,  Tenormin  LS.  Tel:  081-527  1358. 

TRADE  LESS  30%+VAT  -  10  Varidase 
topical  vials  (exp  2/95).  1  Suprefact  nasal 
spray  (exp  12/94),  4  Havrix  1ml  (exp 
9/95).  Tel:  0602  730111. 

TRADE  LESS  30%+VAT+POSTAGE  - 
Clarins.  Roc,  Vichy.  Tel:  0494  520685. 

TRADE  LESS  40%+VAT+POSTAGE  - 
3x8  Estraderm  100  (exp  10/94),  trade  less 
25%+vat  +  postage  3x20  Minims  sodium 
chloride  drops,  5x60  Liskonum  (exp  12/ 
97).  Tel:  081-783  0800. 

TRADE  LESS  40%+VAT  -  Salazopyrin 
enemas  12x100ml  (exp  2/96),  Serenace 
lOOmg  1x100  (exp  6/96),  Serenace  lOmg 
1x1250  (exp  8/94).  Rifadin  syrup 
3x120ml    (exp  3/95),   Colofac  liquid 


EXDkUM 

.STOREFITTERS- 


0626-834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE 
AND  INSTALLATION  SERVICE  FOR  THE 
RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK, 
OLD  NEWTON  ROAD,  HEATHFIELD, 
DEVON  TQ12  6UT 


6L|0PFITTlNc7 

FROM  LOW  COST  PERIMETER  SHELVING  TO 
UPMARKET  PERFUMERY  SHOWCASES  TRADITIONAL 
OR  CONTINENTAL  DISPENSARIES 

CONTACT  MARTIN  BAGG  FOR  A  COMPLETE 
SHOPFITTING  SERVICE  FOR  THE  PHARMACIST 

0392-216606 


K  H  WOODFORD  &  Co  Ltd 


We  as  specialist  manufacturers 
and  installers  invite  you  to 
-telephone  us  on  0202  396272 
for  details  of  our  fully 
approved  equipmentforall... 


Dispensary  and  Pharmacy  fitting 


lx.'SOOml  (exp  1 1/95),  Tinset  tabs  3x25  (exp 
1/97),  Polyfax  ointment  3x20g  (exp  5/97  & 
12/96).  Mexitil  134x200  caps  (exp  5/95), 
Nitoman  25mg  1x100  (exp  8/97),  Edecrin 
tabs  50mg  1x100  (exp  4/95).  Tel:  0332 
342597. 

TRADE  LESS  30%+VAT+POSTAGE 

Bard  Uriplan  Biocath  14ch  10ml 
DT1265LV,  Trident  leg  bags  370817 
2x10.  Tel:  021-561  3775. 

TRADE  LESS  40%+VAT+POSTAGE  - 
Convatec  4xS312,  3xS241,  5xS329,  100 
Parlodel  lOmg.  Tel:  061-624  5768. 

TRADE  LESS  30%+VAT+POSTAGE  - 
Dansac  unique  45mg  225-45  1x30,  Colo- 
plast  PC3000  30mm  8630  1x30,  Surgi- 
care system  2  38mm  S3 11  1x30,  Conva- 
tec S320  1x5.  Tel:  0633  858002. 

TRADE  LESS  30%+VAT+POSTAGE 
Trident  leg  hags  750ml,  Uriplan/Silastic 


catheter,  trade  less  20%+vat+postage 
Predsol  enemas  2  boxes.  Tel:  081-539 
1805. 

TRADE  LESS  40%  -  Adizem  60mg  tabs. 
Tel:  071-736  4126. 

TRADE  LESS  30%+VAT  -  48xl5g  Metro- 
top  gel  (exp  8/95),  2x30  Biotrol  lleo  S, 
32-740,  1x120  Algitec  tabs  (exp  6/96), 
3x10  Depixol  40mg  2ml  (exp  4/96).  Tel: 
0625  423465. 

TRADE  LESS  30%  -  Dithrocream  2%  (exp 
7/94),  8  dihydrocodeine  elixir  (exp  11/ 
95),  4  Uukeran  5mg  (exp  4/96),  246 
Ventolin  2mg  tabs  (exp  1/95),  2  Varidase 
combi  (exp  2/95).  Tel:  0702  715485. 

TRADE  LESS  30%+VAT+POSTAGE  - 
Danol  lOOmg,  Faverin  50mg,  Hydro  Sal- 
uric,  Kmidin  durules,  Orudis  lOOmg, 
Pentasa  250mg.  Tel:  081-539  1805. 

TRADE  LESS  25%+VAT+POSTAGE  - 


EXCESS  STOCK  CAUTION 

Pharmacists  are  responsible  for  the  quality,  safety  and  efficacy  of 
medicines  they  supply.  In  purchasing  from  sources  other  than 
manufacturers  or  licensed  wholesalers,  they  must  satisfy  themselves 
about  product  history,  conditions  of  storage  and  so  on. 
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SHOPFITTINGS 


STOCK  FOR  SALE 


SPftllllSI  PHHRMHCY  SH0PF1TTING 


rmnri 


UNII  11.  COVENTRY  CRNHL  WAREHOUSE ,  IEICESTEI  ROW 
COVENTRY  C V 1  411  TELEPHONE :  0203  IUM 


Custom  made  Dispensaries  and  Medicine  counters  at 

/.-.  Fii  ,  .    :  ■;  ■  , 

We  can  also  offer  you  a  total  refit  package  using  leading  makes  of 
Shelving  at  Discount  Prices 

We  will  endeavour  to  beat  any  genuine  quotation1 

For  a  free  Design  Consultation  contact: 
(.raham  (  arty,  Interplan  Retail  Systems  Ltd  on 
0733  320  353  (24  hrs) 

Representatives  in  London,  Peterborough,  Leeds,  Birmingham  and  Newcastle 


STOCK  FOR  SALE 


48  HOUR  DELIVERY 
30  DAYS  CREDIT 


PHONE:  081-906  8308 
FAX:  081  906  8929 
Please  phone  for 
full  Price  List 


EXCELLENT  TRADE  DISCOUNTS  ON  ALL  OF 
THE  FOLLOWING  RANGES 


KODAK 
FUJI 
POLAROID 

ILFORD 
DURACELL 
EVER  READY 
JVC 
TDK 


ORAL-B 
BRAUN 
GILLETTE 
ALLERGAN 
CIBA-VISION 
KENT 
HANIMEX 


REDOXON 

SANATOGEN 

RENNIE 

DUREX 

PRO-PLUS 

RADIAN-B 

EFAMOL 

CLEAR  BLUE 


ALL  orders  placed  from  now  until  June  30th,  quoting  this 
advertisement  will  receive  FREE  stock  worth  an  extra  20%  of  order 
value!  Check  our  prices  —  phone  for  full  list. 


Businesslink 

A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


1x100  Celance  lOOOmcg,  Sandostatin  amps 
lOOmcg,  First  Response  ovulation  kits  ti. 
Tel:  081-743  3887. 

TRADE  LESS  30%+ VAT+ POSTAGE  - 

185  Pentasa  slow  release  tabs  250mg  (exp 
10/951.  Tel:  0772  796142. 

TRADE  LESS  50%+VAT  -  20  Zofran  8mg. 
Tel:  0732  452452. 

TRADE  LESS  30%+VAT+POSTAGE  -  1 
box  llollister  1432  urostomy  pouches. 
Tel:  0294  601701. 

TRADE  LESS  25%+VAT  -  282  Farlutal 
250.  100  Farlutal  100,  100  Dolohid  250, 
100  Aldomet  500.  150  Bavcaron  25.  Tel: 
0533  668548. 

TRADE  LESS  40%+VAT+ POSTAGE  - 
112  Arehx.  56  Ventolin-CR  8mg.  100 
I  lygroton-K,  200  ( )ne-Alpha  0.25mg,  100 
Madopar-CR.  5  Haldol  decanoate  50mg/ 
ml,  100  Ponstan  forte,  56  Slow-Trasicor, 
56  Surmontil  50mg.  Tel:  081-693  1548. 

TRADE  LESS  40%  -  Drogenil,  Nimotop. 
Hydrea  Larodopa,  Sinemet  plus,  Galena- 


met  400mg,  Cortistab,  Potaba  sachet, 
Eprex  4000iu.  Tel:  0443  690226. 

TRADE  LESS  40%+VAT  -  Tryptizol  75ml, 
Hypovase  lmg,  Loxapac  lOmg,  Rythmo- 
dan  retard,  Persantin  25mg,  Metenix 
5mg.  Tel:  091-536  4640. 

TRADE  LESS  30%+VAT+POSTAGE  - 
100  Treosulfan  (exp  2/96),  60  Trasiderm 
Nitro  10  (exp  9/94),  252  Molipaxin  50mg 
(exp  4/96),  72  Rimactane  300mg  (exp 
6/95),  40  Ronicol  Timespan  (exp  9/94). 
Tel:  0276  28474. 

TRADE  LESS  25%+VAT+POSTAGE  - 
2x10  vials  syringes,  Rerormon  S  2000 
(exp  11/94).  Tel:  0902  405842. 


FOR  SALE 


JRC  LABELLING  PMR  COMPUTER  SYS- 
TEM -  including  modem  £400+vat  ono. 
Tel:  0484  420070  daytime  or  0924 
444422  evenings. 

HONDA  ACCORD  EX2.0  -  1989  G  reg. 


meriielttE  pic 

FUJI  FILMS 

Bringing  extra  business  all  round 


EXTRA  VALUE  PACKS 


Buy  any  50  packs  of  24  or  36  and  get  a  bottle  of  wine 


TRIPACKS  ON  24  EXPOSURES 


3  FOR  2  PACKS 

FUJCN24  Pack  of  3  CN24 
FUJCA24  Pack  of  3  CA24 
FUJCH24  Pack  of  3  CH24 


at  3.96 
at  4.31 
at  4.67 


TWIN  PACKS  ON  36  EXPOSURES 


Buy  two  36EXPS  films  (on  100/200  ASA) 
for  the  price  of  two  24  EXPS  films 


FUJCN36  Twin 
FUJCA36  Twin 


at  3.88 
at  4.22 


Plus  -  Transfer  your  order  via  Tambrands  for 
additional  bonus  through  MEDIELITE  PLC 

OFFERS  WHILE  STOCKS  LAST 


All  prices  are  nett.  Goods  subject  to  availability  E  &  OE 
Medielite  pic,  Belvue  Business  Centre 
Unit  16  and  17  Belvue  Road,  Northolt 
Middlesex  UB5  5QQ 

Tel:  081  841  4144  Fax:  081  841  8390 


auto,  50,000  miles,  FSH,  central  locking, 
electric  windows,  four  door  saloon,  two 
previous  owners,  excellent  condition.  Tel: 
0268  794449  or  081-446  7624. 
BELL  &  HOWELL  MICROFICHE  READ- 
ER -  Good  working  order£100.  Tel:  0425 
614469. 

PORCHE  G28s4  -  white,  1987,  all  extras 
with  CD  system  69,000  miles,  vgc, 
£12,495  ono.  Tel:  0860  789199  or  0753 
652763. 

BMW  318  -  L  reg  93,  4,000  miles,  owner 

emigrating,  offers.  Tel:  0533  668548. 
PARK  PMR  LABELLING  SYSTEM  -  5 

years  old,  based  on  Epson  PC,  Epson 
LX800  printer,  keypad  and  screen,  £400. 
Tel:  051-263  3706. 
TRADE  LESS  25%+VAT  -  Nomad  cass- 
ettes with  Medichart  and  insert  trays, 
virtually  brand  new.  Tel:  0926  426124. 


ELECTRONIC  CASH  REGISTER  -  Tec 

£50,  buyer  collects.  Tel:  081-886  0917 
Palmers  Green. 


WANTED 


SANDIMMUN  ORAL  SOLUTION  -  Pulmi- 

cort  Respules  0.5mg,  Asacol  tablets,  top 
price  paid.  Tel:  0702  544104. 

PAGAN  PERFUME  -  Tel:  0482  54260. 

ANY  STOCKS  OF  SUDAFED  SA  CAPS  - 
Urgently  required.  Tel:  071-703  9800. 

MOGADON  5MGM  CAPSULES  -  For  in- 
somniac private  patient.  Tel:  0206 
298267. 

POLAROID  FILM  OUT  OF  DATE  -  SX70, 
600  image,  Polarcolor  100,  667  also 
camera  with  flash  for  SX70.  Tel:  071-622 
6866. 


EXCESS  STOCK  CAUTION 

Pharmacists  are  responsible  for  the  quality,  safety  and  efficacy  of 
medicines  they  supply.  In  purchasing  from  sources  other  than 
manufacturers  or  licensed  wholesalers,  they  must  satisfy  themselves 
about  product  history,  conditions  of  storage  and  so  on. 
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STOCK  FOR  SALE 


TRADEMARKS 


4 


LIBRA  DISTRIBUTORS 

ORWO  135-36  exposure 
Film  at  83  pence  only 
Telephone  now  for  extensive  price  list  on 

Kodak,  Fuji,  Polaroid  Films,  Gillette 
products  and  whole  range  of  Fragrances. 

TELEPHONE:  081  445  4164 
FAX:  081-445  1399 

IDEAL  TIME  TO  GET  IN  FOR  PASSPORT 
PICTURES  -  FOR  A  FREE  DEMO  CALL  US. 


STOCKTAKERS 


Frankland  &  Co. 

2I9  Harrison  Road.  Belgrave.  Leicester.  LE-t  6QN 

SPECIALISTS  IN  PHARMACY  STOCKTAKING  NATIONWIDE 

BIG  ENOUGH  TO  COPE  SMALL  ENOUGH  TO  CARE 

i  Comprehensive  stocktaking  and  business  transfer  service 


SUNGLASSES 


SUNGLASS  IMPORTER 

Make  MONEY  while  the  sun  shines 
RING  FOR  YOUR  FREE  BROCHURE 
081  961  9999 

Starter  Pack  —  IK)  exclusive  quality  sunglasses 

1 10  exclusive  quality  sunglass  cords 
1 10  exclusive  quality  sunglass  cases 

ALL  IN  FOR  ONLY  £101.  All  in  delivered  to  your  doorstep.  LIMITED 

OFFER. 

SUNNYSPEX,  SUITE  404/405  CROWN  HOUSE,  NORTH  CIRCULAR 
ROAD  (next  to  WORLD  OF  LEATHER),  LONDON  NW10  7PN 
Tel:  081  961  9999 


CO 


cn 


Free  entries  in  "Business 
Link"  (maximum  30 
words)  are  restricted  to 
community  pharmacist 
subscribers  to  Chemist  <£ 
Drvggist.  No  trade 
advertisements  will  be 
permitted.  Acceptance  is 
at  the  discretion  of  the 
Publishers  and  depends 
upon  space  being 
available. 

Send  proposed  wording 
to  "Business  Link"  using 
the  form  printed 
alongside. 

Appointments,  situations 
wanted,  and  businesses 
for  sale  will  be 
incorporated  as  lineage 
advertisements  under  the 
appropriate  Classified 
headings. 


The  Trade  Marks  set  out  below  were  assigned  on: 

17  February  1994  by: 

NORTON  HEALTHCARE  LIMITED 

to:     FISONS  PLC 
FISON  HOUSE 
PRINCES  STREET 
IPSWICH 

SUFFOLK  IP1  1QH 

Without  the  goodwill  of  the  business  in  the  good  for 
which  the  Trade  Marks  are  registered  —  applied  for. 

Trade  Mark  No:    Mark  Goods  Specification 

1512303  CROMOGEN  E  B  Pharmaceutical,  veterinary 

and  sanitary  preparations  and 
substances;  all  included  in 
Class  5. 

1531821  EYECROM  Pharmaceutical,  veterinary 

and  sanitary  preprations  and 
substances;  all  for  treatment  of 
the  eyes;  all  included  in 
Class  5. 

1440496  CROMOGEN       Pharmaceutical,  veterinary 

and  sanitary  substances,  all 
containing  sodium 
cromoglycate;  all  included  in 
Class  5. 

1548370  HAYCROM  Pharmaceutical,  veterinary 

and  sanitary  preparations  and 
substances;  all  included  in 

Class  5. 

1512305  CROMOGEN        Pharmaceutical,  veterinary 

EASI-BREATHE  and  sanitary  preparations  and 
substances;  all  included  in 

Class  5. 


TO  ADVERTISE  IN  THIS 
SECTION  PLEASE  TELEPHONE 
CAROLINE  GREENWOOD 
ON  0732  377322 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RVV. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 


Surname .  . 
First  names 


Add 


ress 


 Postcode 

Personal  RPSGB  Registration  number  

Telephone  number  

Proposed  advertisement  copy  (maximum  30  words) 
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Aboutpeople 


Birthday 
suits 

Staff  at  F.  W.  Wood  &  Son 
pharmacy  in  East  Parade,  York, 
dressed  up  in  period  costume  for 
a  week  to  boost  the  window 
display  competition  which  the 
company  was  running  for  its  70th 
birthday. 

Curious  customers  came  to  see 
the  staff  and  the  three  windows 
displaying  products  and  phar- 
macy appliances  from  the  1920s, 
1960s  and  1990s. 

Job  adverts  from  the  1920s  and 
1960s  for  pharmacy  assistants 
showed  the  appropriate  wages  of 
the  day,  but  no  one  was  tempted 
to  apply ,  according  to  pharmacist 
Sarah  Mitchell-Gears. 

The  East  Parade  pharmacy 
opened  in  1924  and  was  the  first 
of  seven  branches  opened  by  the 
company. 


Conductor  presents  award 
to  music  lover 


Five  new  CPP  members 


Five  pharmacists  successfully 
completed  the  College  of  Phar- 
macy Practice  membership  exams 
in  May. 

The  new  members  are:  Karen 
Hochmuth  (Sunderland);  David 
Arthur  Jeyes  (Northampton); 
Trevor   Nigel   Johnson  (Shef- 


field); Sarah  Louise  Robson 
(Ashington,  Northumberland), 
and  finally  Catherine  Helen 
Wagstaff  (Birmingham). 

All  of  these  new  members  are 
hospital  pharmacists,  except  Mr 
Jeyes,  who  will  be  working  in  the 
community. 


Philip  Harris  Medical,  the  Bir- 
mingham-based pharmaceutical 
and  surgical  wholesaler,  asked 
Simon  Rattle,  resident  conductor 
of  the  City  of  Birmingham 
Symphony  Orchestra,  to  present 
one  of  their  staff  with  a  trophy  for 
winning  their  outstanding  sales 
manager  award. 

Fred  Jones,  a  music  lover  with 
a  lifetime's  collection  of  records 
and  tapes,  said:  "I've  been 
listening  to  Simon  Rattle's 
recording  of  Mahler  all  week  on 
my  car  stereo  while  driving  to  my 
chemist  customers.  It's  a  tre- 
mendous honour  to  actually 
receive  this  trophy  from  such  a 
great  man." 


I 


T-shirts  for  the  Queen 


AAH  Pharmaceuticals  have  given 
1,000  Tipton  schoolchildren 
specially-commissioned  Vantage 
T-shirts  to  commemorate  the 
Queen's  visit  on  June  24. 

Fionna  Murray,  director  and 
buyer  for  the  Murray  Chemists 
chain,  which  has  three  branches 
in  Tipton,  near  Birmingham, 
approached  Vantage  for  help  in 
promoting  the  event. 


Fast  Aid  for 
cycle  races 

Robinson  Healthcare's  Fast  Aid 
brand  is  the  official  medical 
sponsor  of  two  British  cycle  races 
in  August,  and  the  company  is 
planning  special  promotions  for 
pharmacies  in  the  regions  of  each 
tour. 

Pharmacists  could  also  qualify 
for  VIP  passes  to  the  starts  or 
finishes  of  the  Kellog's  Pro- 
fessional Tour  of  Britain  (Glas- 
gow to  Manchester),  August  8-14; 
and  the  Leeds  International 
Classic  cycle  race,  August  14. 

Fast  Aid  will  provide  full 
medical  support  for  the  races, 
including  a  doctor  and  para- 
medics. A  mobile  exhibition  will 
accompany  the  tours  and  there 
will  be  promotions  in  the  local 
Press  and  on  the  radio. 

For  further  details  of  activities 
and  promotions  for  pharmacies, 
please  ring  customer  service  at 
Robinson  Healthcare  (tel:  0246 
220022). 


99M 

Members  of  the  North  West  Hertfordshire  District  Garden  Society  visiting 
the  National  Pharmaceutical  Association's  medicinal  herb  garden.  Garden 
curator  Anne-Marie  Hull  first  planned  and  planted  it  in  the  Winter  of 
1990.  She  says  it  now  contains  120  plants  with  recent  additions  of 
Valeriana  officianalis  and  Humulus  aureus,  a  hop,  that  may  come  in  useful 
for  NPA  staff  in  need  of  refreshment.  Anne-Marie  is  sixth  from  the  left  in 
the  picture  while  NPA  director  Tim  Astill  is  on  the  far  right 


The  Queen's  visit  is  mentioned 
on  the  front  of  the  T-shirts  with 
"Murray  Chemists,  suppliers  of 
Vantage  products"  and  the 
Vantage  logo  on  the  back. 

The  children  will  be  wearing 
the  eye-catching  T-shirts  at 
several  children's  parties  org- 
anised for  the  day.  Murray 
Chemists  have  six  more  outlets  in 
the  Black  Country. 


Golf  for 
hole-in-one 
golfer 

The  star  prize  for  this  year's 
Vantage  Pharmacy  Golfer  of  the 
Year  Tournament  is  a  Volks- 
wagen Golf  car  worth  more  than 
£19,000. 

The  final  will  be  held  at  the 
Forest  of  Arden  Hotel  and 
Country  Club,  near  Coventry,  on 
September  1 ,  following  a  series  of 
five  regional  qualifying  rounds. 
The  first  regional  event  will  take 
place  on  July  19  at  Breadsall 
Priory  Golf  and  Country  Club, 
near  Derby. 

Any  of  the  21  golfers  playing 
for  a  place  in  the  final  who  score  a 
hole-in-one  at  the  15th  green  can 
choose  between  the  Golf  VR6, 
GTI  or  Cabriolet  supplied  by 
Lister's  of  Coventry. 

Five  finalists  will  be  joined  by 
Rajiv  Sarna,  last  year's  winner,  to 
battle  it  out  for  the  Golfer  of  the 
Year  Trophy. 


Mono  film  output  bv  London  Scanning,  North  London.  Printed  by  St  Ives  (Gillingham)  Ltd,  Gillingham,  Kent.  Published  by  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW.  Registered 
at  the  Post  Office  as  a  Newspaper  30/22/7s.  Contents  ©  Benn  Publications  Ltd  1994.  All  rights  reserved.  No  part  of  the  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in  any 
form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to 
other  relevant  suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Derek  Shaw  at  Benn  Publications  Ltd. 
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Building  new  business 


COLO  S°stopaCo.d  sore 


The  United  Kingdom  is 
leading  the  world  in  POM  to 
P  switches,  to  give  consumers 
more  responsibility  for  (and 
control  of)  their  healthcare 
needs.  Here,  Warner  Wellcome 
is  leading  the  way  in  introducing 
real  breakthrough  products  - 
through  pharmacy. 

With  Zovirax  Cold  Sore 
Cream,  for  instance,  providing 
consumers  for  the  first  time 
with  a  treatment  that  can 
prevent  cold  sores  appearing. 

It  has  already  doubled 
the  number  of  people  coming 
to  pharmacy  for  cold  sore 
treatment.  Already  80%  of 
sales  in  the  category  are  for 
Zovirax.  And  the  product  has 
generated  over  £12  million 
of  new  pharmacy  sales  since 
launch.  A  major  new  support 
programme  for  pharmacy  and 
consumers  is  planned,  to 
continue  this  success  story  and 
expand  the  market  still  further. 

And  this  year  has  seen  the 
introduction  of  Beconase 
Hayfever  -  making  available 
OTC  the  same  formulation 
as  Beconase,  the  most 
frequently  prescribed  intra- 
nasal steroid.  Backed  by 
an  extensive  pharmacy  training 
programme  and  consumer 
advertising  with  in-store 
support,  Beconase  Hayfever 
represents  another  major  new 
POM  to  P  opportunity. 

And  there  are  more  switches 
to  come  from  Warner  Wellcome. 

Warner  Wellcome,  together 
with  you. 


Warner  Wellcome 

CONSUMER  HEALTHCARE 

Strength  and  commitment  together 

Warner  Wellcome  Consumer  Healthcare,  Lambert  Court,  Chestnut  Avenue,  Eastleigh,  Hampshire,  S053  3ZQ. 


Now  can  I  ask  a  favour 

This  actress  is  appearing  in  a  mulci-millior 
pound  consumer  campaign  for  Canesten 
pessary.  Added  to  Canestens  prescriptio 
heritage  and  its  already  dominant  positio; 
in  the  market,  this  campaign  is  boun; 
to  increase  your  sales.  Now,  there  is  on 
problem  you  can  help  us  with. 

We've   found   out   that   many  thrus) 
sufferers  use  just  one  kind  of  Canesten 
the  1%  Cream,  designed  for  external  us 
only.  But  first  and  foremost,  they  neei 
to  treat  the  cause  of  thrush,  whicl 
as  we  know  is  inside  the  vagina.  Th 
one  to  recommend  for  that  is  Canesten 
pessary  (or  10%  VC,  for  women  who  havi 
vaginal  dryness  problems).  It  starts  workinj 
immediately  and  clears  all   the  symptom 
within  three  days. 

So  please  recommend  Canesten  1  pessar 
-  and  display  our  point-of-sale  material 
prominently. 


Canestenl 


CLOTRIMAZOLE  VAGINAL  TABLET 

Treat  the  cause,  not  just  the  iter 

Product  Information 

Presentation  Canesten  10%  VC  is  available  as  a  single  prc-tilled  applicator  containing  Sg  o(  10%  clotrimazole  vaginal  cream  Canesten  1  is  available  as  a  single  vaginal  tablet  containing  "iOOmg  clotrimazole  and  an  applicator  in  which  to  place  the  table 
for  insertion,  Uses  Candidal  vaginitis,  Dosage  and  Administration  Canesten  10%  VC.  Adults  Insert  the  contents  of  the  pre-fillcd  applicator  intravaginally,  preferably  at  night  Canesten  1.  Adults.  Place  the  Canesten  1  vaginal  tablet  in  the  applicator,  and  i 
miravaginallv,  preferably  at  night  (  hildren  Since  both  of  these  products  are  used  with  an  applicator,  pacdiatric  usage  is  not  recommended  (  ontra-indications  Hypersensitivity  to  clotrimazole  Side-effects  Rarely  patients  may  experience  local  mild  burning  oi 
irritation  immediately  after  insetting  the  cream  Hypersensitivity  reaction  may  occur  Use  in  Pregnancy  In  animal  studies  clotrimazole  has  not  been  associated  with  teratogenic  effects  but  following  oral  administration  of  high  doses  to  rats  there  was  evidence  0 
foctoroxictry.  The  relevance  of  rhis  effect  to  topical  application  in  humans  is  not  known  Howevet.  clotrimazole  has  been  used  in  pregnant  patients  for  over  a  decade  without  attributable  adverse  effects  It  is  therefore  recommended  that  clotrimazole  should  be  usee 
in  pregnancy  only  when  considered  necessary  by  the  clinician  It  used  during  pregnancy  extra  care  should  be  taken  when  using  the  applicator  to  prevent  the  possibility  of  mechanical  ttauma  Accidental  Oral  Ingestion  In  the  event,  routine  measures  such  as  gastri< 
lavage  should  be  performed  as  soon  as  possible  after  ingestion  Pbarma<eutical  Precaution*  Canesten  10%  VC.  Do  not  stote  above  2VC  Canesten  1.  No  special  storage  precautions  arc  necessary  Legal  category  P  Retail  Selling  Price  £5.95  for  each  product 
Product  I  nence  Number  Canesten  10%  VC.  PI  0010/01  J6  Canesten  1.  PI  0010/0081   Date  of  Preparation  August  1992.  Further  information  available  from  Bayer  pic.  Pharmaceutical  Division.  Bayer  House.  Strawberry  Hill.  Newbury.  Berkshire.  RG1 1  1JA 


Bayer  ( 


1  Registered  trademark  of  Bayer  AG  Bayer  and 


:  trademarks  of  Bayer  AG 


